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The circulation of a great news- 
paper is easiest realized when it 
is shown that more persons pay 
to have 


The Philadelphia 
IRGCOr 


delivered to them every morning than comprise the 
entire population of the 
Capitals of twenty-one 
States. 





Advertising Agencies have 
always been pleased to place 
THE RECORD FIRST on their 
Philadelphia lists. They are the 
experts of advertising. Their 
dollars go as far in newspapers 
as it is possible to stretch them. 


Daily, 25c. a line. 
many. 20c. a line. 





THE RECORD PUBLISHING CO., PHILADELPHIA. 


WRITE FOR ONE OF OUR CELLULOID AGATE RULES. 
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Since he who would in business thrive : 
Must for that business daily strive, 
And reach the public eye and ear : 
By advertising far and near, 
Where should he go, save to the school 
| Where golden words of wisdom rule? 
| The Little Schoolmaster can show 
His pupils just the way to go; 
And he who wins success, I think, 
Must lessons learn from PRINTERS’ INK, 
W. E. PABoR. 
INTERLACHEN, FLA, 





PRINTERS’ INK is a weekly paper devoted entirely 
to advertising matters. 

Subscriptions $5.00 a year. 

Sample copy sent by mail on receipt of 10 cents, 





| 
| 
ADDRESS 
PETER DOUGAN, 
| 


Subscription Manager 


PRINTERS’ INK 


10 Spruce Street, New York. 
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ENTERED AS SKCOND-CLASS MATTER AT THE NEW YORK, N. Y., PosT-OFFICE, JUNE 29, 1893. 


VoL. XXX. 


THE NATIONAL CASH REG- 


ISTER COMPANY. 


THE UNIQUE SOCIOLOGICAL FEATURES 
THAT HAVE MADE THE DAYTON 
CONCERN FAMOUS OVER THE WORLD 

METHODS 

THAT ARE USED—HOW THE AD- 

VERTISING IS DONE—THE ADVER- 

TISING MONITOR BOARD AND HOW, 

A SYSTEMATIC OUT- 

LOOK OVER THE PROGRESS OF A 

PIECE OF ADVERTISING IS SECURED. 


DESCRIBED — BUSINESS 


BY ITS AID, 


The National Cash 
manufacturer of cash registers. 

The business was 
seventeen years ago in one small 
room with only two employees. 
For seven years the company 


struggled for existence, getting into 


debt and meeting repeated dis- 
couragements. But money was 
borrowed and the most skillful 
mechanics in the country employ- 
ed. After years of costly experi- 
menting, the company was able to 
put cash registers on the market 
perfectly suited to every business. 
The present company was organ- 
ized in 1884, having then fourteen 
employees. It now has a capital 
of $5,000,000 ; 2,105 employees ; 367 
patents; 195,000 registers sold; 130 
styles manufactured; 3,000 reg- 
isters sold monthly; the factory has 
124 acres of floor space; 350 sales 
agents in 144 offices in all parts 
of the world. The payroll is $27,- 
000 per week. 

This splendid result has been 
brought about largely by the 
thorough organization and the pro- 
gressive and generous practices of 
the company. It has come to be 
recognized as the model industrial 
institution of America, if not the 
world. Everybody connected with 
the company, from the president 
down to the least paid employee, 
is interested in its success and 
constantly works toward that end. 
The present system of manage- 
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Register 
Company, of Dayton, is the pioneer 


organized 


No. 7. 


ment, adopted in 1894, was largely 
evolved by President Patterson. 

The company is an earnest advo- 
cate of the principle that employers 
owe something more to their em- 
ployees than wages. 

The direction of the business, 
under the president, vice-president 
and general manager, is by a sys- 
tem of committees: executive, fac- 
tory (which takes the place of 
superintendent), office, cabinet, etc. 
This promotes justice and prevents 
favoritism. 

The officers, foremen and assist- 
ants have frequent consultations 
regarding methods of conducting 
the general business and to discuss 
complaints and suggestions. 

Individual responsibility is in- 
sisted upon and every man encour- 
aged to present his own ideas, and 
so far as can be, he is permitted to 
work them out. Every department 
has its suggestion box and $1,230 
is given annually in the form of 
prizes to the fifty persons making 
the best suggestions. These sug- 
gestions number two or _ three 
thousand a year, a large proportion 
of which are of sufficient value to 
be used in the business. The heads 
of the departments are excluded 
from the competition. 

Free shower baths are provided, 
and all are allowed twenty minutes 
of the company’s time each week 
for bathing. 

The men receive ten hours’ pay 
for nine and one-half hours’ work, 
and the women ten hours’ pay for 
eight hours’ work. 

A carefully selected library of 
six hundred volumes and fifty 
periodicals is at the command of 
all employees. A reading room is 
provided and for their conven- 
ience books are brought directly 
to them in the factory by means of 
a traveling library. 

The young women employees en- 
joy the same privileges as the 
men. Baths and toilet rooms are 
provided and clean white aprons 








are furnished and kept laundered 
gratis, by the company. 

Ten minutes recess 
morning and afternoon. 

A rest room is provided for those 
who become ill or weary. Suitable 
couches are at hand and medical 
attendance can be had. 

To avoid crowded cars and other 
difficulties the women come to 
work an hour later than the men 
and quit ten minutes earlier. 

Cooking, sewing and the house- 
hold arts are taught free to those 


is given 


ADVERTISING DEPARTMENT. 
DIXEY, 


who desire it, by a competent in- 
structor who is paid by the com- 
pany. A building is specially pro- 
vided for the purpose. 

An attractive dining-room is lo- 
cated in the factory building, where 
warm lunch is served the women at 
noon, each day, free of cost. 

This interest on the part of the 
company toward its employees has 
a good influence in the neighbor- 
hood and a number of social and 
educational clubs have been formed. 
Kindergarten schools conducted 
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by thoroughly trained teachers are 
provided for the children of the 
neighborhood and those of the em- 
ployees. 

The beautifying of home grounds 
is in every way encouraged. Prizes 
amounting to $200 in gold are 
offered each year for the best front 
and back yards, vine planting and 
window boxes. 

The company maintains a school 
for the training of its salesmen and 
sales agents. Each man is care- 
fully selected and wherever found 





THE PERSON IN FOREGROUND DICTATING IS MR. WOLSTAN 


ADVERTISING MANAGER, 


is sent to the factory and his ex- 
penses paid at the best hotel in 
the city until he graduates from the 
school. While there he is required 
to learn all about the National 
Cash Register and is taught how 
to sell them. The course is about 
four months in length. This has 
been proved to be of great value. 


* % * Sa * 
All this forms a background for 


the unique advertising problem 
which the company has had to 
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face and which it has so success- 
fully worked out. 

From the beginning there was no 
precedent to follow and no one 
else’s experience to go by. A de- 
mand had to be created for some- 
thing absolutely new. The preju- 
dice which always accompanies the 
adoption of new methods had to be 
overcome and also the mistaken 
idea that cash registers were in- 
tended solely to prevent dishonesty. 

The large amount of advertising 
which has been and is being done 
by the company is as nearly origi- 
nal as any advertising can be and 
the methods are on an entirely dif- 
ferent plan from those pursued 
by other companies. 

The company owns and operates 
a large publishing plant and the 
advertising is confined almost ex- 
clusively to matter gotten up by 
itself. One of the most important 
pieces of advertising matter is an 
eight or twelve page paper called 
The Hustler, which is sent out 
three or four times a year to more 
than one million retail storekeep- 
ers all over the world. One edition 
of this publication costs, including 
postage, nearly $20,000. It is 
translated and published in seven 
different languages. 

In addition to this, a systematic 
series of advertising books, pam- 
phlets, folders, testimonials and 
circular letters are sent out. Oc- 
casionally a page or half page ad- 
vertisement in prominent trade 
papers is taken and large editions 
of whole newspapers containing 
special accounts of the institution 
are distributed. 

Considerable advertising matter 
describing the sociological features 
of the institution is distributed and 
has attracted much attention the 
world over, inspiring lengthy com- 
ment in newspapers and magazines. 

Almost every piece of advertising 
matter sent out contains a special 
return card. These cards are dif- 
ferent in color and reading matter 
and those returned enable the com- 
pany to judge the relative value of 
the different pieces of advertising. 

The company has found the pub- 
lishing of the “N. C. R.” a semi- 
monthly magazine, profitable in 
many ways. In it are published 
articles on the art of selling cash 
registers for the benefit of the sell- 


ing force. Decisions and instruc- 
tions also appear, together with in- 
formation regarding health and 
success for the benefit of the fac- 
tory employees. In this way the 
entire force is kept in close touch 
with the interests of the company. 

In the advertising department is 
what is known as the advertising 
monitor board. It is a piece of 
furniture in which is kept an ac- 
curate record of every piece of 
literature in course of composition, 
press work, binding and mailing. 
Each piece of advertising matter 
is given a title which is printed 
on an envelope containing all the 
data concerning it. This envelope 
is slipped into the second row of 
slots at the left side of the monitor 
board and in the first row is a 
colored slot showing red or yellow, 
according to whether the job is to 
be rushed or to go through in the 
regular course. To the right of 
the envelopes are seven rows of 
slots with cards on which are print- 
ed respectively the names of dif- 
ferent departments through which 
the job must go: the advertising 
department, composing room, press 
room, bindery, typewriting and 
mailing departments, and in the 
seventh slot, the cost department, 
which reports the cost of the job. 
In each card is punched a little 
circular hole, with a revolving four 
colored disk behind it, and this is 
turned to show the color indicating 
the condition of the job in that de- 
partment. If a job, for any reason, 
is to be held in any department, 
the blue is shown on the card and 
a blue slat is put on the left of 
the envelope. On the lower part 
of each card is a printed blank 
form showing the totals of the 
work in that department. As each 
job leaves a department the white 
is shown on that department’s 
card, indicating that the job is 
completed. 

Mr. Wolstan Dixey, formerly of 
New York, is the advertising man- 
ager of the National Cash Register 
at the present time. It is a positi- 
tion for which Mr. Dixey is emi- 
nently fitted. His work is always 
original, interesting, forcible. His 
long experience in the editorial 
field and the general advertising 
business has given him keen dis- 
cernment, intuitive power anda 
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command of language which en- 
ables him to put more common 
sense, interesting and selling facts 
into advertising space than prob- 
ably any other advertising man. 
Mr. Dixey has been with the com- 
pany about one year, but in that 
time he has introduced many re- 
forms which have been adopted 
with profit. He is looked upon as 
the right man in the right place. 
His excellent advertising instinct 
and the company’s progressive 
spirit make a combination by the 
aid of which business achievements 


YTERS’ IN 








and repeatedly. We know that it 
acomplishes all that we claim 
for it. We know that it saves 
money for every merchant who 
uses it. We are thoroughly 
convinced that every one of them 
ought to use it, and our advertis- 
ing problem consists simply in tell- 
ing this truth as plainly as it can 
be told. There is no business on 
earth which better exemplifies than 
ours the truth that a concern and 
its advertising cannot be separated, 
any more than a man can be separ- 
ated from his face. You cannot 
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ADVERTISING MONITOR BOARD. 


are possible that would otherwise 
be well nigh impossible. The prin- 
ciple on which the company goes 
in getting up its advertising is to 
get it just as close to the business 
as possible and to make it show 
and explain its registers as ac- 
curately as illustrations and words 
can do it. The underlying idea is 
that if success is achieved in doing 
this the advertising must be right 
because the business is_ right. 
“We earnestly feel.” says Mr. 
Dixey, “that our register deserves 
the best possible advertising; that 
it will bear telling about forcibly 





READ THE DESCRIPTION IN THE TEXT. 


make good advertising for a bad 
business, and if you have any 
gumption at all, you cannot fail to 
make good advertising for a busi- 
ness that will bear investigation 
and prove itself good, clear 
through from top to bottom. No 
business could begin in the small 
way this did and fight against op- 
position, prejudice and difficulties 
of all sorts, within and without, to 
ultimate success as this has done 
unless it has fundamentally a valu- 
able thing for the public to know 
about and have.” 
Gro. E. Tracy. 
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HAS MORE READERS 
IN GREATER NEW YORK 
THAN 
ANY OTHER NEWSPAPER 
AND A 
LARGER NUMBER 
OF FIRST-CLASS READERS 
THAN ALL THE OTHER 
NEWSPAPERS PUBLISHED 
IN 
NEW YORK COMBINED. 


























GROCERY ADVERTISING. 


Grocery store advertising should 
embody two distinctive features. 
Palate pleasers on an economical 
basis are the interesting points of 
grocery talk. It is an acknowledg- 
ed fact that it is easier to reach 
a man’s (or a woman’s either for 
that matter) pocketbook through 


his stomach than through his 
heart. This being the case, a 
merchant who relies’ solely on 


price quotations to represent his 
advertising falls short of good ad- 
vertising, inasmuch as he fails to 
use to advantage that feature 
which is most likely to reach the 
purse by the easiest route. This 
system of advertising followed to 
extremes soon educates customers 
to looking for deep price cuts on 
every article bought. 

The customers built upon price 
inducements have but one idea 
when entering the store—low 
prices. Good qualities may be ex- 
pected as a matter of course, and a 
good swift kick will be registered 
if quality is wrong, even though 
but a small price is paid, but the 
one thought is price. This brings 
each purchase down to a hard 
cash dicker. Whatever credit is 
due the merchant for maintaining 
good qualities and service is never 
a consideration in the matter of a 
purchase, and where a customer 
finds that his competitor, who, in 
a quiet way, has worked up a repu- 
tation for carrying only the better 
and finer goods, sells certain 
articles as cheap as he does, he 
is more likely to take a chance on 
the good-quality merchant. To 
maintain the price-built trade ne- 

cess'tates administering the regu- 
lation stimulant, and the merchant 
finds it necessary to increase the 
dose or strengthen the cordial 
from time to time. 

When grocery advertising is di- 
rected to create desire for the 
stomach’s sake, purchases are 
brought to a palatable proposition, 
and, as such, a profitable proposi- 
tion. By striking the combination 
of palatable descriptions and prop- 
erly put prices you combine the 
essential features of good grocery 
advertising. 

There are other things to con- 
sider; a grocer’s personality as as- 
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sociated with his goods and store 
in the minds of the buying public 
has much to do with the force or 
influence of advertising. A well- 
worded description, telling of some 
new and good thing to eat, with 
a fair price quoted by one grocer, 
would receive attention owing to 
the personality back of the quota- 


tion, which would convey more 
than the quotation itself. The 
same quotation used by another 


merchant would fall short of com- 
manding the attention expected. 
This may be owing to the person- 
ality of the grocer, and it need 
not mean that the grocer is dis- 
honest, or a poor grocer. His way 
of doing business may be radically 
different, and his customers edu- 
cated to a more staple way of buy- 
ing, and not so much interested in 
new things to tickle the palate. 

The reasons for the varying re- 
sults from advertising are many. 
The first thing to do is to make 
up your mind that advertising is 
an essential part of business, and 
as such entitled to the same seri- 
ous consideration that any part 
of a business which requires a 
money outlay is entitled to. Then 
decide on the mediums to use. 
Back the decision with a deter- 
mination to do the advertising, not 
to let the few inches of newspaper 
space take care of itself. Decide 
on a_ style of advertising, and 
don’t decide on a style contrary to 
your likes, just because some big 
merchant uses it. It may be ever 
so good, but if you do not par- 
ticularly like it, it will never con- 
vey your personality or work in 
harmony with your business. The 
style that embodies terse descrip- 
tions which set forth good quali- 
ties in an appetizing way to create 
desire and proper prices to decide 
the mind is good style for a 
grocery business. 

In towns where it is possible to 
know practically all the people, 
and competition is not a price-cut- 
ting affair, or where a merchant 
seeks to build up a business on his 
tidy way of keeping a grocery, 
and does not feel that he can keep 
the descriptive quotation — style 
alive, he will find a well-worded 
ad telling of these things, changed 
each issue, a power of influence.— 
Chicago Grocer. 
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Philadelphia 
Bulletin 


Daily Average Circulation by 
Months for the year 1899 
shows a steady gain over 1898. 
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January, 1900, = = 121,226 





The following statement shows the actual circulation of THE 
BULLETIN for each day in the month of January, 1900: 
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January, 
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3,273,102 copies 
copies 
per day. 


THE BULLETIN’S circulation figures do not include damaged or 


WILLIAM L. McLEAN, Publisher. 


unsold copies. 


PHILADELPHIA, February 2, 1900. 


Dispiay rate for advertising, 


20c. per line, 


DISCOUNTS ON CONTRACTS AS FOLLOWS: 


1,000 lines, - - - - - - 5 per cent | 
3,000 lines, - - - - = - 10 per cent 





10,000 lines, 


5,000 lines, 





15 per cent 
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SOME ADVERTISING HIS- 
TORY 


The great advertisers of 1860 
were Doctor J. C. Ayer, the pro- 
prietor of Spalding’s Prepared 
Glue, and the owner of Radway’s 
Ready Relief. They all made 
their fortunes through advertising. 
Doctor Ayer, who died a few years 
ago, left several millions, which he 
had striven in vain to dissipate 
through liberal contributions to the 


Republican State and National 
Committees. In 1874 the Republi- 


can Convent:on at Lowell con- 
ferred on Doctor Ayer the nomi- 
nation for Congressman. At the 
November election, however, he 
was badly beaten by John K. Tar- 
box, the Democratic candidate. 
That was the year when Mr. Til- 
den was elected Governor of New 
York; the year when Scott Lord 
was chosen to Congress from Onei- 
da County, and a majority of the 
House of Representatives was 
Democratic. It will be seen there- 
fore that there was nothing dis- 
honorable in being defeated while 
running on the Republican ticket 
that year. Of course the news- 
papers had their jokes over Doc- 
tor Ayer’s defeat, by saying Tar- 
box had beaten Pill-box. 

In 1870 the big advertisers, in 
addition to those mentioned above, 
were H. T. Helmbold, Demas 
Barnes and Stirling. Each made 
his fortune. ‘Doctor’ Helmbold 
made too large a sum and lost his 
mental balance while striving to 
connect his life with the new order 
of things. He had been educated 
to the drug trade in Philadelphia, 
but after he invented “Buchu” he 
flashed forth as proprietor of.a big 
apothecary’s store on » Aeon don 
New York City, in the Metropoli- 
tan Hotel building, which he con- 
tinued to run while Tweed was 
proprietor of the hotel. They both 
went to the wall at about the same 
time. Tweed stands as a_ per- 
petual reminder to politicians that 
they would better be honest, and 
Helmbold to advertisers that they 
must know what to do with their 
vealth before they embark on a 
career certain to lead to fortune. 

Demas Barnes was the propri- 
etor of Plantation Bitters. “S. T. 
1860 X.”’ Out of the sale of that 
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compound he made enough to class 
him with the Brooklyn million- 
aires. In fact he made so much 
that he was enabled to run an af- 
ternoon paper in Brooklyn in op- 
position to the invincible Eagle for 
three years without _ seriously 
crippling himself financially. Need 
we say more?—Utica (N. Y.) 
Observer 
++ 
THE APPROPRIATION. 

The practice of setting aside a specific 
sum of money for expenditure in ad- 
vertising has much to recommend it. 
The appropriation, once allotted, renders 
the advertising manager impervious to 
the persuasive eloquence of the solicitor, 
and permits of the latter being grace- 


fully ‘“‘turned down.”—Machinery Ad- 
vertising, Clez case ; 





AD EDITING G PREDICTED. 
I believe that some of us will live 
to see the time when there will be as 
careful editing of advertising as attaches 


to any other part of the paper.—Toledo 
(O.) Journal. 


It's a rare paint that fools the san; } “ 
he hag 
bo mercy for: the dishonest. kinds; and nd” 


common paint escapes his ravages.. There iss 
One paint that fools him. It is, Patton's Sam: 

Preo/ Paint. This paint effectually Preserves _ 

your buildings from decay, and. is its own 

ee against. sin and ‘ 
Makers of 


PATTON i: 
Prot Paint 


guarantee it for five full yedrs—other 
are reékoned good that last three, 


GOOD DISPLAY AND GOOD ARGUMENT. 
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EVERY ADVERTISER 
ACCORDED ‘THE MINI- 
MUM YEARLY RATE. 
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The Des Moines Daily News takes pleasure in 


‘announcing the continuance of its policy of charg- 


ing all advertisers the same rate, namely, four cents 
per agate line or fifty-six cents per inch for display 
space. This is the minimum yearly rate, but is 
accorded to users of the smallest space as well as of 
the largest, and on advertisements inserted but one 
time, the-same as if ordered fora year. 

In adopting the flat rate, the Daily News did 
not average the rates of large and small advertisers, 
leveling up the charges; but, leaving the minimum 
rates the same as before, lowered all rates to that level. 

The change was made experimentally two years 
ago, at which time the open maximum rate was six 
cents per line, with discounts for time or space, re- 
ducing the price for large advertisers to three cents 
per line. This rate was adopted four years ago, 
and based on 12,0co circulation. 

The experiment was an immediate success. The 
large advertiser found no fault because his rate was 
not raised; the small user of space was pleased to 
find a newspaper which did not heavily mulct him 
for purchasing space in small quantities. The adver- 
tising agencies were delighted to see the advent of 
a rate card at once simple and just, and permitting 
the small and experimental advertiser to use space 
at its minimum price. Space in the Daily News 
was treated as of sterling value, like so many 
bushels of wheat. 

After the circulation of the Daily News had 
doubled, one cent a line was added to the flat price, 
increasing it to four cents. The circulation is now 
over 27,000, but the price has not again been advanced, 
the advertiser receiving the benefit. 

The flat rate applies only to display advertising. 
The price of reading notices is 20 or 25 cents per 
count line, according to location. A moderate ad- 
ditional charge for special position is made on dis- 
play advertising. 
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THE POSTAGE STAMP EVIL. 


Out of a daily average receipt 
through the mails of eight hundred 
dollars, the mail order department 
of a large house receives five hun- 
dred and fifty dollars in postage 
stamps—loose, and in all denomi- 
nations—and the balance divided 
among postoffice and express 
money orders, currency and coin. 
Consequently only about two hun- 
dred and fifty out of eight hun- 
dred dollars can be deposited in 
bank, while the postage stamps, 
amounting to five hundred and 
fifty dollars, have to be placed in 
the safe, whence some are taken 
occasionally to defray the postage 
for the firm’s correspondence, the 
mailing of catalogues, circulars, 
etc., amounting to less than twenty- 
five dollars a day. Accordingly, 
more than five hundred dollars are 
kept out of circulation each busi- 
ness day by one firm. 

The postal authorities will not 
turn postage stamps into cash, so 
the broker in postage has to be 
called in. His offer to take all the 
postage at 96 cents on the dollar 
has to be accepted, or else deprive 
the business of the use of nearly 
three thousand dollars cash each 
week. This four cents on the 
dollar means to the firm a loss of 
about six thousand dollars a year. 

So far no one has been able to 
find a remedy to overcome this 
postage stamp difficulty. Even 
the postoffice department has not 
been able to offer the public any- 
thing that would eliminate postage 
stamps, cost no more and be re- 
deemable for cash. Something is 
wanted in the place of stamps as 
well as in the place of the many 
other inconvenient methods for 
transmitting money by mail. What 
is wanted is something one should 
be able to secure as easily as post- 
age stamps, safer than they and 
redeemable in cash without loss. 

Up to the present the mail order 
business suffers more or less by 
the evil. It is nothing unusual to 
find more than half the stamps re- 
ceived glued to the letter or en- 
velope in which sent. and in order 
to separate stamps from envelope 
or letter it is in most cases neces- 
sary to soak the whole outfit in 
water, and as a consequence the 


value of the stamps is reduced and 
the letter often made illegible, ow- 
ing to blotting of the ink. The ir- 
ritating part of it all is to dry the 
letter and the stamps, to put new 
glue on the stamps, and to de- 
cipher the writing. 

Several of the prominent mail 
order houses have done missionary 
work among their patrons to stop 
them from sending stamps in pay- 
ment of commodities, and now it is 
nothing uncommon to notice in 
mail order literature a request not 
to send postage stamps, if other 
methods are available. Notwith- 
standing this, these houses seem 
to accomplish but little, as the 
postage stamp is really the easiest 
to procure and the most conven- 
ient. Only the other day I came to 
a large publishing house issuing a 
paper circulating among farmers, 
and the manager told me that with 
all the advertising they are doing 
to educate people not to send post- 
age stamps they receive more post- 
age than anything else, the patrons 
writing that they hope the postage 
will be acceptable, as it is incon- 
venient for them to secure money 
orders. One patron, somewhat 
influenced by their advertising not 
to send in loose postage, sent in 
payment of a poultry book at two 
dollars, one hundred two cent 
postage stamps, pasted on a large 
sheet of paper, giving as a reason 
for doing so, that thereby the 
stamps will not stick to the letter. 
Of course, the manager laughed 
over the occurrence, but he coin- 
cides with me that something must 
be done by Congress to relieve mail 
order houses from the postage 
stamp evil.—Jewelers’ Reviex 

anal 
MAY BE GOOD ADVICE. 

A young man, employed in a jewelry 
store out West, wants to know what 
dictionary he should buy to help him 
in the writing of the advertisements. 
We advise him not to buy a dictionary 
for the present, nor to look at any for 
several months, but instead to use plain, 
good, every-day English.—Jewelers’ Re- 
view, New York Citv. 
i 

An advertisement is something like 
a mechanic’s tool. You would not ex- 
pect a dull saw to do good work, nor 
to bore a clean hole with a _ broken 
auger. A dull pick makes slow work, 
a plow that does not scour turns up lit- 
tle soil; so a meaningless, unattractive 
advertisement does injustice to your 
store, to your ability as a husiness man, 
narrows vour sphere of business, and 
is unprofitable-—D. T. Mallet. 
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From the (Milwaukee) Evening Wisconsin, 
Raising Prices of Newspapers, 
The Denver papers recently made 
announcement that owing to the in- 
creased cost of newspaper production 
they found it necessary to increase the 
price of their papers to their subscrib- 
ers. To this announcement were af- 
fixed the signatures of the Rocky 
Mountain News, the Republican, the 
Times and the Post. Some months 
ago the Chicago daily papers, antici- 
pating the same rise in material and 
labor, doubled their subscription rates, 
The newspapers in several of the sec- 
ond and third-class cities have in- 
creased the price of the paper to 
subscribers, rather than charge the in- 
creased cost of producing the paper to 
advertisers. Even at the price to which 
Chicagoand Denver papers and papers 
in other cities have been advanced, two- 
thirds of the cost of producing news- 
papers is still paid by the advertisers. 
Advertisers maintain that it is bad 
policy and unfair to charge them two- 
thirds of the cost of producing the 
newspaper in which they advertise. 
There is much reason in this claim, for 
the readers of a newspaper outnumber 
the advertisers 100 to 1, and can afford 
to contribute their share toward the 
increased expense of printing the news- 


paver. 
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DIFFERENCE OF OPINION. 
By Taylor Z. Richey. 


It frequently happens that new 
advertisers are puzzled as to what 
methods to pursue in advertising, 
because of the existence of differ- 
ent opinions, relative to some one 
important phase of the subject. 
When two advertising authorities 
of recognized ability disagree, be- 
ginners are apt to conclude that 
the opinions advanced by each are 
wrong. The fact of the matter is 
that both opinions may be correct, 
or both may be wrong; it depends 
upon conditions. 

The correctness or incorrectness 
of one’s opinions depend to a 
great extent upon circumstances. 
What would prove a good method 
under certain conditions, will usu- 
ally prove a poor method under 
different conditions. This is gen- 
erally true. The form of govern- 
ment of the United States, if 
adopted by China, would prove a 
poor method, not because there is 
anything wrong with the form of 
government, but because the civili- 
zation of the Chinee is not such 
as to make him capable of self-gov- 
ernment. Whether or not a form 
of government is good for a cer- 
tain country or not, depends, not so 
much upon the form of govern- 
ment, but upon the people gov ern- 
ed. “Circumstances alter cases. 
As men differ, plans, methods, ete. 
differ accordingly. 

The beginner in 
should not too hastily adopt the 
plans of successful advertisers. 
Learning what plans have proven 


advertising 


successful is not nearly so valu- 
able as the knowledge gained by 
studying the conditions that made 
the plans successful. The beginner 
should not reject advice because 
of its contradictory nature, for 
by studying and comparing the 
conditions that caused the differ- 
ence of opinion, quite frequently 
he can formulate a plan that will 
make his own advertising prove 
successful. 

The expressing of different opin- 
ions is the greatest factor in the 
furthering of education. We ex- 
tend our knowledge, not by agree- 
ing, but by disagreeing. Did all 
men agree on all subjects, the world 
would know no_ advancement. 
A difference of opinion invites 
thought—investigation; and only 
through minute investigation is 
perfect knowledge relative to any 
subject attained. 

tills 
“WANT” ADVERTISING. 

The little “want” advertisement 
which has become so popular is a silent 
buyer, a silent seller and a silent pur- 
veyor of good. It possesses the double 
virtue of being cheap and _ profitable. 
It brings labor to the unemployed and 
help to those who desire to employ. 
It makes homes for men and women. 
It transfers property and in a general 
way is responsible for 25 per cent of 
the business transacted in the commercial 
world. It fills empty houses and brings 
prosperity to the landlord. It gives the 
poor working girl employment; it sets 
men up in business; it gets you an agent 
if you desire one; it gives you an op- 
portunity to borrow money where the 
rate of interest is the lowest; it fur- 
nishes you a_ medium of exchange; it 
tells you, in fact, where to go, when to 
go, how to go to every place, everywhere 
and secure something that you may 
want, and to which no other medium 
ever devised could successfully direct 
you.—Denver (Col.) Times. 
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Nashville Banner | 








IS THE ONLY 


Tennessee Newspaper 





That furnishes monthly sworn 
statements of circulation in ac- 
cordance with the National Ad- 
vertiser’s plan, which defines 
circulation as the number of 
copies printed and circulated. 
The ‘‘ Banner” guarantees its 
advertisers more than double the 
circulation of any other Nash- 
ville daily. Average circulation 
for the month of January, 
15,844. For rates, address 


Nashville Banner, 





Nashville, Temms 


S.S. VREELAND, 
Eastern Representative, 


150 Nassau St., New York City. 
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JOURNALISM AND LITERA- 
TURE 





In the February number of the 
Atlantic there is an article by Ger- 
ald Stanley Lee on “Journalism 
as a Basis for Literature,” which 
is well worth reading by every 
man who writes. It is not exactly 
in Printers’ INK’s line, but few 
will object to the reproduction of 
these paragraphs, which contain a 
lesson distinctly their own: 

The difficulty with journalism is not 
that it deals with passing things, but 
that it deals with them in a passing 
way. Kipling is an artist because he 
respects the passing thing, because he 
catches the glimmer of the eternal joy 
upon it and will not let it pass. It is 
not in spite of being a reporter that J. 
M. Barrie is an artist, but it is because 
he is so much more of a reporter that 


he can report an out-of-the-way town 
like Thrums, and make it as famous 
as London. The world wi look 
through a window anywhere, if it be- 


longs to a man who sees things from 
it. The real difference between Barrie 
and the host of journalists to which he 
belongs is not that he could make 
Thrums as famous as London, but that 
he wanted to. No one else would have 
thought that Thrums would _ pay. 
Barrie did not. He delighted in _ it. 
Nine reporters out of ten, once finding 
themselves in Kipling’s place, would 
have been too clever and worldly-wise 
to have written as Kipling did. Who 
would have supposed that the whole civ- 
ilized world from its great complacent 
continents would ever come pouring out 
in crowds to the jungles of India? It 
was because Kipling delighted in the 
jungle, could not help writing about 
it, whether anybody wanted it or not, 
that we find the whole reading world 
to-day crowding jungleward across the 
seas; spending its time in that fever- 
stricken district, that Indian-haunted, 
Mulvaney- memoried wilderness, as if it 
blossomed as the rose. “Nobody cares 
about this jungle of yours. Why don’t 
you write on something that people care 
about?” said the English publisher dis- 
tinguished for rejecting Mr. Kipling’s 
work. Mr. Kipling’s secret is that he 
took hold of something that nobody 
wanted him to do, and did it better than 
any one wanted him to do it. le owes 
his success to the fact that he has 
never done anything except to please 
himself, and he holds it because no one 
can get him not to do it now. 

The average reporter asks, “What do 
people want?” The great reporter asks, 
“What do I want them to want?” The 
public flatters the average reporter 
with prompt success. “You give us,” it 
says, “what we want.” To the great 
reporter it says, in its slowly awaken- 
ed, immeasurable and convincing way: 
“What will this man Kipling want next? 

hen we want it. The average re- 
porter, gadding about for availability 
instead of cultivating ability, cares 
more for succeeding as a writer than 
he does for the thing he writes. That 
is why he is an average reporter. The 
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power to make men interested in the 
things they never have learned to like 
is a power that belongs alone to the dis- 
interested man, the man who is led by 
some great delight, until the delight has 
mastered his spirit, given unity to his 
life, become the habit and companion 
of his power, led him out into a large 
place to be a leader of men. 


—_ +o 
FOLLOWING UP. 

The papers cannot do more than half 
the work in making a success of any 
business. The paper will bring the in- 
quiry, but the advertiser must do the 
real selling. ox there is where he is 
inclined to shirk. He sends a circu- 
lar, or catalogue, and then sits down 
with folded hands to wait for orders. 
He should do more. He should follow 
up his catalogue with letters, not one or 
two, but many, until he finally gets his 
order. He goes to considerable expense 
to get a prospective customer, and then 
lets him get away through not “keeping 
everlastingly at him.” If all adver- 
tisers had a systematic plan of follow- 
ing up inquiries, successes would be 
many more than they are now.—Judd’s 
Jolly Jottings. 


—q4Wr 
FIRST AID TO THE INJURED. 
Customer (emerging from _ bargain 
counter)—Help! My leg is broken. 
Floorwalker—You will find the crutch 
department on the fifth floor, in the 
rear. —Judge. 





+> 

Now, inatend of sugar-coating his ad. 
vertisement with “live reading matter,’ 
the merchant makes his advertisement 
live reading matter itself.—St. Paul 
(Minn.) Dispatch. 
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York, The Geo. P. 
Rowell Advertising 
Agency keeps on file 
the leading Daily and 
Weekly Papers and 
Monthly Magazines; 
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PHYSICIANS EXPELLED FOR 
ADVERTISING 


Members of the Sioux Valley 
Medical Association this morning 
placed a seal of unanimous disap- 
proval on physicians who adver- 
tise by finding charges of _unpro- 
fessional conduct against Drs. T. 
Y. Stephenson and R. R. Stephen- 
son, of Sioux Falls, to be true, and 
ordering their names dropped 
from the rolls. 

Dr. A. H. Tufts, of Sioux Falls, 
preferred the charges, which were 
as follows: 


Charges are hereby preferred against 
Des. F. ¥. Stephenson and 4 


Stephenson, of Sioux Falls, S. D., for 
unprofessional conduct in paid com- 
niercial advertising during "ie years 


1898 and 1899, charges having previous- 
ly formally been preferred at the meet- 
ing of this society at LeMars one year 
ago, at which copies of advertisements 
were furnished and the names and dates 
of papers furnished. A. H. Turrts. 

Dr. Tufts made a few remarks 
on the question, stating that both 
the doctors had advertised their 
profession through the papers. He 
spoke of an advertisement inserted 
by Dr. R. R. Stephenson, which 
showed him gazing through an in- 
strument at the eye of a patient, 
with an accompanying explanation 
which said: “This is how Dr. 
R. Stephenson examines the eye.” 
Dr. Tufts stated that inasmuch 
as he had been instrumental in 
getting the doctors into the As- 
sociation, he had considered it his 
duty towards the Association to 
take the action he had taken. He 
referred to the Drs. Stephenson as 
“quacks.” He did not raise any 
question as to their abilities as 
physicians. What he offered ob- 
jection to was their advertising 
themselves. He said he had evi- 
dence that one of the doctors had 
paid the newspapers for printing 
items about cases he had had, such 
as the removing of a small sub- 
stance from the eye, for instance. 

Dr. J. N. Warren, secretary of 
the Association, stated, in answer 
to an inquiry, that the doctors had 
been notified that the charges had 
been preferred against them, and 
that action would be taken upon 
them at this meeting. 

When President Cram asked if 
there were any others who wished 
to discuss the question, there was 
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no response. “I suppose a motion 
would be in order then,” stated the 
president. No one seemed anx- 
ious to make the motion, but after 
a silence on the part of the meet- 
ing, Dr. Van Buren Knott, of 
Sioux City, arose and said: “In 
view of the statement made by Dr. 
Tufts, I would move that the 
names of Dr. T. Y. Stephenson 
and Dr. R. R. Stephenson be drop- 
ped from the rolls of the Associa- 
tion, and that they be notified of 
the action of this body.” Dr. G. 
G. Cottam, of Rock Rapids, 
promptly seconded the motion, and 
when the question was put all of 
the doctors voted in the affirma- 


tive—Sioux City (la.) Times, 
Jan. 26th. 
LAPSES. 


1 think that business men generally 
do not pay enough attention to holding 
the customers that they have already 
secured. Their energies are devoted to 
getting new people into the store all 
the time, and when that is accomplish- 
ed they consider their advertising effort 
well ended. It is just as necessary 
to advertise to a customer as it is to a 
prospective customer. As it is in life 
insurance, so it is in business generally. 
“Lapses” are a great drain on a busi- 
ness.—Hardware Reporter. 





INDIANA’S INDEPENDENT NEWS 
PAPER, 

One of the most successful new dailies 
in the country is the Indianapolis Press. 
One of the reasons for the sudden suc- 
cess of the paper was the fact of the 
popularity that had been won by the 
editor and manager in connection with 
the Indianapolis News. Mr. John Holli- 
day and Major Richards had very warm 
places in the hearts of the citizens at 
the first, and then the paper was put in 
touch with the people. A whole page 
and more of this issue was covered with 
the good words and portraits of promi- 
nent residents, including Ex-President 
Harrison, Senator Albert J. Beveridge, 
Governor James A. Mount, and a half 
hundred others, ministers, local mer- 
chants, manufacturers, wholesalers, rail- 
road men, labor union men, judges, law- 
yers, physicians and many others, not 
forgetting the noble women. This 
showed a newspaper enterprise and con- 
fidence and a regard for the opinions of 
readers that is worthy of imitation. 
Thousands of newspapers would gain 
much by asking the opinions of the 
people with regard to their publications. 
If the result were not so favorable as 
that obtained by the Press, the criticisms 
would be equally valuable with the kind- 
ly suggestions and recommendations.— 
National Printer-Journalist. 
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THE AMOUNT OF ADVER- 
TISING. 





A writer in a recent issue of the 
Chicago Tribune estimates the 
annual expenditure for advertising 
in the United States at $350,000, 
and bases his calculations among 
the following postulates: 

We know the amount of advertising 
handled by the advertising agencies. 
That is a trifle compared with the total. 
It covers only the advertising done by 
people who want to advertise all over 
the country. It amounts to about $20,- 
000,000 a year. As much more is done 
by firms who deal directly with the 
papers and magazines the country over 
and don’t use an agent. The great bulk 
of the advertising, six-sevenths of the 
total, is done by business men who deal 
directly with the newspapers and other 
mediums in their home towns. They 
spent $310,000,000 this year, as nearly 
as we can get at it. In the first place, 
you know there are 23,000 newspapers, 
magazines and other publications in the 
United States who are out after adver- 
tising. A few ot these publications have 
annual incomes of from $1,000,000 to 
$2,000,000 apiece from advertising alone. 
Of course the greater majority are coun- 
try weeklies and dailies, which take in 
only comparatively small amounts. Put- 
ting the total spent for advertising in 
local papers at $310,000,000 and divid- 
ing that enormous sum by 23,000 you 
will find that that gives them an aver- 
age income of less than $14,000 apiece. 

any of the smaller papers do well if 
they get $2,000 or $3,000 a year, but the 
big fellows come in and bring up the 
average. Then there are millions spent 
every ot on on oe on fences and 
in a thousand one ways. That 
should be qubtvacted from the total, and 
would cut down the average. It is im- 
possible to get exact figures, but the 
company which is still the largest ad- 
vertiser in the country has spent_ as 
much as $800,000 in a single year. Just 
at present it is not spending more than 
$500,000. But the beauty of it is not 
that big advertisers are spending larger 
sums of money, but that each year a 
greater number of people begin adver- 
tising, while few _of the older adver- 
tisers drop out. Outside _of the big re- 
tail stores in the cities I don’t believe 
there are fifty companies or individuals 
in the United States which spend as 
much as $100,000 a year in advertising, 
so you see the bulk of the business is 
made up of a multitude of smaller mer- 
chants and manufacturers, which is add- 
ed to every year. Why, we have a list 
of between 8,000 and 9,000 people who 
are classed as general advertisers—that 
is, who advertise in all parts of the 
country—and we pay no attention at all 
to the local dealers, who patronize their 
home papers almost exclusively. 





ADVERTISING may properly be considered by 
the merchant as an investment from which he 
has a right to expect quick and large returns, 
but in making this investment the merchant 
must be as prudent in placing his announce- 
ments as is the careful investor of cash in select- 
ing bonds or property.—Philadelphia Record, 
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COMPARISONS. 

Advertise just as you eat—regularly 
and in reasonable quantity. You don’t 
wait until you are starved before you eat, 
but you go to your meals at a set time 
every day. One meal right after the 
other, year after year, makes you grow 
fat and keep well. Advertise just as 
you drive a nail. Not one big blow 
and then stop for ever, but with reason- 
able blows, one following the other. 
Even if your one blow is hard enough 
to drive the nail home, it is likely to 
go crooked or split the plank and spoil 
your job. Advertise just as the farmer 
plants corn—not a big sackful at one 
time, in one place and then stop, but 
a few grains at a place in regular order 
and in regular time. In other words, 
advertise with business sense. Keep at 
it week after week, month after month, 
and success will surely come by and by 


—London Mills (Iil.) Times. 
——_—_~<ge—___— 
CAUGHT OUT-OF-TOWN PEOPLE. 


An ad that took well with out-of-town 
people when there were boat or train 
excursions to town, was the distributing 
of cards advertising a few specials from 
various departments, with an induce- 
ment of a ticket with every purchase 
of $5, entitling the recipient to a hearty 
dinner in a good restaurant. Arrange- 
ments were made with a restaurant near 
the store for a supply of tickets at 2oc. 
each for their regular 25c. dinner. Ar- 
rangements were also made with a good 
hotel, where the dinner cost soc., for 
tickets at 4oc. each, to be given to any 
customer who bought $10 worth of 
goods. This attracted a great deal of 


trade during excursion season.—J. E, T. 
Dry Goods Economist, 


Fraser, in 





THIS PICTURE ILLUSTRATES A HUMANE 
WAY OF UTILIZING THE “ SANDWICH MAN,” 
THE ADVERTISEMENT IS PRINTED ON A PIECE 
OF ENAMELED CLOTH WHICH IS PINNED OR 
SEWED UPON THE BACK OF THE COAT. CAR- 
RVING IT INVOLVES NO HARDSHIP OR BURDEN, 
AS IN THE CASE OF THE ORDINARY “ SAND- 
WICH MAN” OR “ BANNER PACKER,” 
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IS EXPERIENCE OF VALUE? 


A correspondent writes: 

It is frequently stated that ex- 
perience in merchandising, experi- 
ence in advertising, experience in 
this and that is essential to the at- 
taining of success. Perhaps such 
may have been the case fifty or a 
hundred years ago, but in this age 
of keen competition, past experi- 
ence frequently proves misleading. 

This is an age of great changes. 
To-day brings to-day’s opportuni- 
ties, and the business methods that 
brought success yesterday may 
bring failure to-day. The mer- 
chant—the advertiser—must keep 
pace with the world. No great 
thing was ever accomplished by 
work directed solely by experience. 
Were experience the sole directing 
force of effort. the world would 
know no progress. Eli Whitney 
didn’t invent the cotton-gin as a 
result of his past experience; he 
had none. He branched off on 
original lines and accomplished 
what men said was impossible. The 
merchant—the advertiser —whose 
present efforts are directed solely 
by past experience cannot ad- 
vance. The first department store 
was established at some risk. The 
man who established the first de- 
partment store had no precedent to 
guide him. Past experience count- 
ed for little. He had to rely sole- 
ly upon himself. 

The experience gained in start- 
ing a business will not keep it 





going. Past success is no longer. 


an element of strength. Conserva- 
tism is weakness, and the merchant 
who does no more business now 
than he did ten years ago is losing 
ground, because at the present time 
there is more business to be had. 
It’s possible at the present time to 
achieve success in less time than 
ever before. The maxim, “Keep- 
ing everlastingly at it brings suc- 
cess,” does not apply to the ener- 
getic business man of the present 
time. He achieves success in a 
short time. Keeping everlastingly 
at it but preserves and increases 
his success. To achieve success 
simply means to keep pace with the 
world—to cut loose from anti- 
quated methods—to abandon tne 
dead past and live in the present. 
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The advertising rate 
of One Dollar per line for 
THE SATURDAY EVENING 
Post will be doubled as 
soon as we have our six 
new Cottrell web rotary 
presses installed in our new 
8-story fire-proof building 
and can handle increasing 


circulation. We gained a 
hundred’ thousand solid 
paid circulation—no cut 


scheme—in 
With new 
machinery—and this means 


rate or gift 
four months. 
big improvements in edi- 
torial plans, as well as me- 
chanical facilities—we can 
raise our circulation figures 
to 300,000 before another 
summer, and $2.00 a line 
for our kind and quantity 
of circulation will be cheap. 

What costs you a dollar 
now you will cheerfully 
pay two dollars for another 
season. 

“Up to the present time the 
returns from the Post have 
exceeded those of two other 
popular mediums in which we 
have the same space, covering 
the same period of time.” 


Very truly yours, 


RoYAL ENGRAVING Co. 


THE CURTIS PUBLISHING CO, 


PHILADELPHIA 
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Need never bother you it” you stop 
with us. Give your checks to our 
clerk, and we do the rest. Every- 
thing elsé is upon the same annoy- 
ance-avoiding, up-to-date plan at 
this hote). Rates $1 50 and $2.00 per 
day. Free eample rooms. 


WINDSOR HALL, 


Fredericton, N. B. A. E, Everett, Pro 
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Beautiful 
Shade Trees 


And smooth, grecn lawns surround 
Fredericton’s new 


for tourist travellers. Windsor Hall 
is away. from the noisy, dusty, busi- 
ness streets, and yet is in the very 
centre of the city. Coaches at all 
trains and boats will take you di- 
rect to 


WINDSOR HALL, 


> Fredericton, N. B, A. E, Everett, Prop. 


+ 
PPP F449 444046044664 4444044 
» * ee eeeesseseeesesseres °: 


: Dollar and 
a Half 


To $2.00 per day is all that you have 
to pay at Frederictons new, palatial 
hotel; for all the luxuri-s and con- 
veniences known in modern hotel 
life. Free sample room right in 
business centreof thecity, Coaches 
at all trains. 


WINDSOR HALL, 


Fredericton, N. B. A. E, Everett, Prop 
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[Modest 


And do not care to boast of the ex- 
cellent cuisine of our hotel. We are 
content to let our patrons do that, 

We merely say that here you will 
find all that you expect to find in a 
modern hotel. Coaches at all trains 
and to all parts of the city. 


WINDSOR HALL, 


Fredericton, N. B, A. E, Everett, Pro 
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Lady Guests 


Who may be travelling upaccom, 
panied by their gentlemen friends receive 
courteous and careful attention at Frederic- 
ton’s home-like hotel 


Windsor Hall. 
A. E. EVERETT, PROPRIETOR. 


eee 
N. B.—Goach orders to any part of the city 
filled on time. 
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Commercial 
Travellers 


Find our sample room Jarge and 
peeasent and situated right in the 
usiness centre of the city. We 
make special rates to commercial 
men and our coaches are at all 

trains and steamcra, 


WINDSOR HALL, 


a N. B, A. E. Everett, Prong 
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THESE ADVERTISEMENTS ARE SENT BY E. 


WHO ADMIRES THEM GREATLY. HE SAYS THE 
ADWRITER, AND THE COPY IS CHANGED TWO 


J. PAYSON OF FREDERICTON (N. B.), CANADA, 
ANNOUNCEMENTS ARE PREPARED BY A LOCAL 
OR THREE TIMES A WEEK. 








TWO SAL E ‘Ss. 

firm in the States bought a 
quantity of scissors. Each pair was un- 
screwed. One blade of each pair was 
distributed throughout the market, and 
an ad was inserted in the local papers 
that the other half could be obtained 
free of charge by applying to ————’s 
Hardware Store. Every half was_ in- 
quired for, and the firm succeeded in 
selling sufficient quantities of goods to 
those who came for the scissors, to leave 
a respectable profit on the transaction, 


A cutlery 


and while creating talk, 
new customers. A firm of 
facturers recently advertisec 
reader of their advertisement was en- 
titled to send them a letter, and that 
they would then hold a drawing and the 
hundredth letter would win a_ piano. 
They received about 20,000 letters. 
They say it not only brought them in 
contact with a number of likely buyers, 
but gave them a knowledge of the rela- 
tive value of eacn naper as an adver- 
tising medium,—Advertiser’s Review, 


secured several 
yiano manu- 
that every 
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IN THE HOMES OF THE PEOPLE. } 
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of T is significant that in homes of wealth where 
Ans the very best is demanded, Ivory Soap is used 
ee in the nursery. At the same time, in hundreds 
% of families where economy decides the choice, 
Soap is selected. Thus its purity attracts the 
its economy attracts the poor. High quality and 
‘low cost: is there any better combination ? 


COPYR‘GHT 1890 BY THE PROCTER @ GAWELE CO. CrnCinmate 
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MUNSEY. 

The Advertising Man prophesied in 
its last December issue that Mr. Mun- 
sey would feel the effects of his move 

and be sorry for it in from one to three 
years. He has felt it, and now, like the 

all hoy who is being beaten, begins 
to ya ‘mud. He will find before he is 
out of the puddle that his own suit is 
slightly bespattered. If Mr. Munsey 
wants to win out in a canter in his 







fight agatmst the agencies, he can do so 
by allowing the advertiser direct the 
commission he formerly gave the agent. 
Otherwise he will find the hill a long and 
steep one, with the agents lying in wait 
for an opportunity to throw tacks in 
the way of his tire.—Advertising Man. 
——_ +o 
Tue same old faces for years and new ones 
every year—that’s the test that tells whether 
ads are good, 
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The Importance of 
Keeping Well. 


Keoping well is pleasanter than being ill ; what are riches, 
honor, glory, without health ?—like Dead Sea ashes. : 
Keeping well is more economical than being ill; no doctor's 
bills, no hospital bills, no wasted timo, no missed opportunities, 
Keeping well is safer than be- 
ingill. Being in vigorous health 
of body and mind is like playing 
a game of cards with a *‘ full” 
hand. Theman (or woman) whois 
ill half the time has only half the 
chance in the battle of life he (or 
she) would otherwise have. There- 
fore, keep well., 

This leads up to the mention of 
that delightful and extremely use- 
ful preparation—Abbey’s Efferves- 
cent Salt (known ag *‘ The ‘ Salt’ 
of Salts") because 


Abbey's Salt 


will keep you well 


if you regularly take a teaspoonful in a glass of water every 
morning before breakfast. 

Abbey’s Salt makes a pleasant, sparkling, invigorating and 
effervescent tonic drink. It is 
an aperient and a laxative so 
mild and gentlo in its operations, 
that it leaves no injurious after- 
effects. It aids the assimilation 
and digestion of food and helps 
to turn it into rich red blood. 
The stomach, the bowels, the liv- 
er, the kidnays, and in short the 
whole system. share in the benefits 
flowing from it. 

The daily use of Abbey's Salt 
is like being behind a strong fore 
tification. 








DR. JAMES L. WATSON, Brooklyn, N. V., Late Surgeon U S. Army 
states: “I have both used Abbey's Effervescent Salt seven and prescribed 
it with satisfactory results. It isa tonic and regulator, and when needed to 
be so, a laxative, and in nervous or excited conditions, a tranquilizer. I Ul 
Continue to prescribe your Salt and use it for myself.” 


At Druggists’. 25¢., 50c. and $1 per bottle. 


There are some people who never do anything until they have to. Don’t be 


one of them. Take care of your health while you have it. Retain your health 
by the daily use of Abbey's Effervescent Salt: * 


Send four cents in stamps, to e and packi 
F R E E and we will mail you one of the tecee Gabon beauit 


ful colored calendar creations of the year. 


The Abbey Effervescent Salt Co., 
Dept. K, 13” Murray St., New York. 
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ITIS A QUESTION WHETHER ANY ADVERTISING OF A LAXATIVE OR APERIENT MAKES & 
BETTER IMPRESSION THAN THE SERIES OF ABBEY’S EFFERVESCENT SALT ANNOUNCEMENTS 
NOW APPEARING IN THE NEWSPAPERS, 
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| Under this heading will be reviewed from time to time such booklets as are believed 
| to possess qualities or characteristics which make them of interest to o. her advertisers, 
| While advertising matter for attention under this heading 

| decide whether or not it shall be reviewed is of course reserv ved. 


| SOME BOOKLETS. | 
| 
| 








“January White Things,” 32-pages 
ind cover, Carson, Pirie, Scott & Com- 
pany, Chicago, tells about the January 
sale of linens, muslin underwear, cot- 
tons and sheets, summer dress fabrics, 
laces, embroideries, men’s white shirts, 
tc. The booklet is written in an in- 
resting business style; the illustra- 
tions are of the antique order, well exe- 
uted. It is printed in black and red 
n a good quality paper. Size 3x4. 

‘The Story of a Newspaper” is told 
in 18 pages and cover, size 5x6%. It 

wire stitched on the side, the cover 
being pasted on. The booklet gives the 
story of “The Republican of Boone and 
I sone County,” but nowhere throughout 
e booklet is the name of the State to 
be found. The booklet is convincingly 








written and amply illustrated, but the 
printing is smeared, 


} 


which seems to 
1ave been caused by the booklet being 
folded and bound before the print was 
y. The cover is printed in green on 
white, inside pages in photo-brown. 





The Antiseptic Broom Company, of 
Savannah, Ga., in eight pages and cover, 
size x6, and named “Danger in Car- 
pets, endeavors to make clear that no 
carpet swept with an ordinary broom 
is clean, and that even less so is one 
swept with a carpet sweeper, but that 
its antiseptic broom sweeps the carpet 
or rug and floor chemically clean, de- 
stroying all germs, etc. In fact, it is 
claimed in the booklet this antiseptic 
oom disinfects everything with which 
it comes in contact, at the same time 
er prom itself. On the front and 
back cover appear the same illustration, 
consisting of a woman holding an anti- 
septic broom, The cover is printed in 
black on red. Convincingly written. 


The-cover of the programme issued 
for the annual gathering of the Purina 
Mills employees, of St. Louis, Mo., 
was of genuine maple _ bark shaven 
down as thin as a page of PRINTERS’ 
Ink. On the front cover appeared a 
floral design made of type ornaments 
ind printed in green and red, and in 
lark brown was printed, ‘“‘We Wish You 
a Happy New Year—Annual Gathering 
Purina Mills Employees.” On the back 
cover was printed in brown. “Auld Lang 
Syne.” The inside--four _pages—con- 
sisted of a heavy calendered pure white 
stock, on which is printed in black ink 
the details of the programme, which 
consisted of music, speeches, the bill of 
fare and the names of the various com- 
mittees. The programme is_ fastened 
by a ribbon, run through eyelets punch- 
ed by machinery. | Size 34x4%. 


W. E. Barker & & Company, Detroit, 
issue a booklet on “Furniture, Carpets, 
Curtains, and What We Know Abuot 
Them.” It consists of 36 pages and cover, 
size 314x5%. The letterpress is interest- 
ing and suggestive. The illustrations, 
of which there are a great number, are 

















s solicited, the right to 





perhaps not as good as they might be. 
The printing is better than the paper, it 
hardly being the best kind for the class 
of illustration used. The front cover 
design, printed in black on red paper, 
consists of an outline drawing of W. E. 
Barker & Company’s windows, in front 
of which two men stand, supposed to 
be arguing, one causing the other to ex- 
claim “ and_you know that it’s so.’ 


The Monetary Times, of Toronto, 
Ontario, Cana , issues 16 pages and 
cover, which “is intended to be one of 
our representatives to discuss with you 
the advisability of becoming an_adver- 
tiser in The Monetary Times.” Printing 
appears only on every page to the right, 
the letterpress being set in a frame 
made of thin rules and is of a size to 
allow a margin of about one inch to 
appear around the page. On the cover, 
of an orange colored stock printed in 
brown and sage green, appears an orni- 
ment and the title, “One of Our Rep- 
resentatives. The inside stock is o 
a heavy wood cut paper, highly glazed. 
Size 34x54. This is what appears on 
one of the pages: “One thousand 
copies of a booklet this size, same paper 
and similar character as to typographi- 
cal composition, we will print for you 
at a cost of $20.00.” 


The Farm Journal of Philadelphia 
issues a leaflet folded into four parts, 
making 8 pages, size 34%x5%, in whic 
it reproduces an _ inch advertisement 
that appeared in the columns of the 
Journal, also the correspondence that 
followed between the advertiser and 
the paper, showing that, as a result of 
this advertising, the advertiser was so 
flooded with orders that he could not 
ae the demand. The leaflet is 
printed in red on on_pink paper. 








“Just an Inch or Two Single,” a 
pamphlet issued by George H. Haywood, 
adwriter of New London, Conn., con- 
tains ten specimens showing how 
strong display and good copy can_ be 
used in one and two inches single. For 
the inside pages a sheet 5%4x9% inches 
has been folded into three equal parts, 
making the size of the page on which 
these ads are printed §x5¥%4 inches; 
this is glued on the cover, which is of 
a light blue stock and a trifle smaller 
than the inside pages, so that when the 
pamphlet is open one of the three parts 
extends beyond the cover to the right. 





“The Season’s Greetings” is a 4- 
page and cover pamphlet issued by the 
Henry O. Shepard Company, printers, 
binders and embossers, of Chicago, 
who endeavor to show the class of 
work they turn out. The cover is of 
a_heliotrope stock, on which an art 
illustration is printed in black, and the 
words, “The Season’s Greetings,” in 
gold. The four pages having a tinted 
background are printed in brown and 
red, a contrast that gives to the whole 
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an attractive appearance. A sheet 6x 
11% inches is used to print the four 
pages all on one side, and is folded so 
that each page measures 3x5% _ inches. 
It is bound by means of silk cord. 


Department of The 
Cleveland Trust Company, of Cleve- 
land, Ohio, got out a _ folder titled 
“Xmas, 1899,” in which it sets forth 
that ‘no gift is better for a child than 
a savings account with the Cleveland 
Trust Company,” and goes on to argue 
that “few parents can leave their chil- 
dren wealthy; but all may inculcate 
the habit of systematic saving.” The 
folder is 434x11 inches, folded in three 
parts. In the inside center folder is 
pasted the picture of a beautiful child, 
under which is printed, “One of our 
depositors.”” The folder is of a ruby 
red color printed in black and gold. 


The Savings 


The American Kitchen Magazine, of 
3oston, tries to interest prospective ad- 
vertisers by an 8-page pamphlet called 
“To Reach Buyers-for the Home.” It 
is convincingly written; testimonials 
are reprinted from leading national ad- 
vertisers; the rate card is a part of 
the pamphlet and the guaranteed circu- 
lation ro the magazine is quoted. It is 
printed in brown and green. 342x6% 


Graves & Green, engravers and il- 
lustrators, of Boston, issue a 4-page 
circular printed in photo-brown. Every 


page contains one or more excellently 
executed illustrations, the one on the 
front cover, which is a purse, being 
particularly true to nature. Size 312x6, 
on good quality coated paper. 

“A Model Kitchen” is 24 pages and 
Majestic 


cover, copyrighted by the 

Manufacturing Comp any, St. Louis. 
The object is to “‘post’ readers on the 
distinguishing features a cooking ap 


paratus must possess to be modern, and 
particularly to make known the merits 
of the Great Majestic Malleaple Iron 
Combination Range for coal and gas, 
which is claimed to be “as far ahead 
of all other cooking appaiatus as the 
electric light is ahead of the tallow 
candle.” This booklet is a good piece 
of advertising. It illustrates and dé 
scribes ‘a properly arranged kitchen,”’ 
even going so far as to suggest a plan 
after which a _ kitchen may be built 
properly. Another illustration shows 
the best and most convenient way to - 
range the water supply for hot and cold 
water, where there are not the ad- 
vantages of city water works. In an- 
other illustration is shown how the 
chimney and flues ought to be. Then 
there is a page devoted to “Facts About 
Ovens Worth Knowing,” _ illustrated. 
In fact, every little thing about Maijes- 
tic Ranges has been clearly described 
and illustrated. Size of pages, 6x7%43 
the cover a trifle larger. fe he cover 
design, “A Model Kitchen shows it 
and a domestic, who seems to find 
enough time to play with the baby. 
The design is printed in four colors 
on a yellow cover paper. For inside 
pages a calendered half-tone paper_is 
used, and excellent illustrations. The 
letter press is printed in black, the 
headings and borders in red. 

“After Two Thousand Five Hundred 


Years” is the title of one of Robt, H. 
Ingersoll & Brother’s booklets telling 


the story of time. It contains the his- 
tory of the development of clocks and 


watches—of water clocks, the “hour and 
sand glass, wheel clocks, cuckoo 
clocks, watches, watch crystals, escape- 


curiosities and facts 
about watches and clocks in general. 
Incidentally the various Ingersoll 
watches are illustrated and described, 
the object of the booklet being to in- 
terest dealers in these goods. The 
booklet consists of 16 pages and cover, 
size 3'2x6. The cover is of light green 
stock, printed in red and black, and 
the inside pages are of a still lighter 
green colored enameled wood cut paper, 
also printed in red and black. It is 
rather interesting. 


Heywood Brothers & Wakefield Com- 
any are manufacturers of Simplex 
Time Recorders, which they have amply 
illustrated and described in 24 pages 
and cover, size 6x9, called “The Simple 
Story of the Simplex Time Recorder.” 
It tells how this recorder takes the 
place of the human _ time-keeper, saves 
his time and that of the employees, as 
well as encourages promptness of them 
and prevents mistakes and favoritism. 
Simplex Time Recorders, it informs us, 
consist of a clock and a device on 
which the emp sepess record, by means 
of each pressing a designated button, 
their time of coming and going, thus 
recording by a series of indelible per- 
forations in a time sheet within the re- 
corder, there being no batteries, ink-rib- 
bon or inking device, checks, cards, 
keys or tape. A time-sheet, as devised 
for this time recorder, is pasted in 
that portion of the booklet where the 
time-sheets are described, and to the 
last page a perforated “‘form of request” 
is pasted, which if filled in properly 
and mailed will insure the receipt of 
an estimate on the aunber of “Sim- 
plexes” needed. The cover is yellow, 
printed in black. Mechanical appear- 
ance also excellent. 


Rev. M. C. Miller, of F irst Methodist 
Episcopal Church, Jamestown, I D., 
issued “Greetings,” a booklet of 20 
peges and cover, size 3%x4%. The 
first and last leaf are of tissue paper, 
eg balance of extra heavy half-tone 
stock, and the cover is cream, on 
which a wreath is printed in green and 
the word “Greetings” in plum color. 
On the first page (tissue paper) is print- 
ed in_ plum color: ‘Merry Christmas 
and Weer New Year, _ 1899-1900. 
Compliments of Rev. M. C. Miller.” 
On the following pages, printed in 
green and plum color, alternatively, il- 
lustrations are shown of_ the church 
and various parts of the interior, and 
its history, present and past, is given 
in a few well chosen sentences. It is at 
the same time a guide containing a di- 
rectory of services, the ‘‘Official Record” 
and the names of the choir. 


The -Cypress Lumber Company, of 
Apalachicola, Florida, advertise their 
manufacture of doors by means of a 
circular that is folded so that with 
the illustration printed thereon one of 
their double doors is shown as in actual 
use. When these doors are opened up 
one can read “Inside Facts on Cypress 
Doors, Sash and Blinds,” and the ap- 
peal is made very natural. The circu- 
lar is printed on straw board, in black 


ments, and the 
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and red. Opened up it is 6x7%4 inches, 
but when folded it fits in the regular 
6% commercial envelope. 


The American Ring Company, Water- 
bury, Conn., issues a booklet contain- 
ing illustrations together with brief de- 
scriptions of ‘The Improved _ Wash- 
burne’s Patent Fasteners.’”’ The _ il- 
lustrations are excellent; the letter- 
press good, printing clear. The book- 
let consists of 32 pages and cover, size 
31%4x6%. The cover is pale blue, print- 
7 in green. For the inside white is 
used, printed in black. There were two 
inclosures in this booklet; one, a 
postal “application for money order,” 
filled out for the remitter (printed in 
red ink) with name and address of the 
American Ring Company, and this in- 
struction: “Take this application to 
your Postmaster and procure a Money 
Order.”” The other consists of a _four- 
page folder, showing the front and rear 
views of a child’s head to the chest, il- 
lustrating how the new napkin holder 
is used. The fasteners are printed in 
silver and the card in black. The back 
page of this folder is blank and on the 
front page the description of the nap- 
kin holder is tersely printed in black. 
This booklet is an excellent piece of ad- 
vertising. 


United Typewriter and Supplies Com- 
pany of New York describes and_il- 
lustrates ‘‘The New Century,” “The 
Densmore” and “The Yost’? typewriter 
in an eight- page and cover booklet, nam- 
ed “Quality.” The illustration of each 
of the typewriting machines appears on 
the right-hand pages, each on a page for 
itself, and the description on the page to 
the left of the illustration. Phe il- 
lustrations, like the text, are printed in 
black on an extra fine quality of white 
stock, but all around the machines a 
tint of yellow appears, which puts a 
finish to the page. The first letter of 
each page on which the descriptions of 
the machines appear is printed in red. 
The title page is printed in black and 
red, and on the last page appears in 
black simply this: “Quality is remem- 
bered long after price is forgotten. 
Quality satisfies.” The cover is of a 
slate color, and on it the title ‘Quality,’ 
set rather ornamentally, is printed in 
black all but the “O,” which is in red. 
The booklet is deckled edged on the 
side; size 61%4x7. 


IN THE UNITED | STATES. 

No country in the world now en- 
joys so many newspapers as does the 
United States, and in no other country 
has the general progress of journalism 
been so marked and rapid. There is 
another fact in connection with the 
newspapers in this country worthy. of 
special mention, and that is that they 
are printed in a greater variety of 
languages than those of any other 
country in the world. These languages 


include English, French, German, 
Italian, Spanish, Danish, Hebrew, 
Greek, Swedish, Arabic, Armenian, 
Irish, Russian, Slavonic, Hungarian 
(Magyar). W. elsh, Gaelic, Cherokee, 
Creek, Chinese, Norwegian, Polish, 


Bohemian, Albanian, Algonquin, Choc- 
taw, Dutch, Finn, Yiddish, Plattdeutsch 
and Volapuk, also papers in_ points 
and in letters for the blind, and papers 
in stenography.—National Adverttser. 
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PUBLICITY VERSUS CRIME. 

“I see some fellow is going to start 
a@ paper that won't print any reports of 
crime,” said an_ old detective. ‘He 
thinks such news is immoral, and harm- 
ful to the public; but if he was in my 
line of business, I dare say he would 
change his mind. The old-time pro- 
fessional crooks, who went in for big 
game, have ceased almost entirely to 
operate, and it is very seldom that one 
hears of a great bank robbery, a burg- 
lary on a large scale, or a confidence 
game involving a big sum. In my 
opinion, this is due entirely to the 
newspapers. When a big crime is com- 
mitted, it gets wide publicity; descrip- 
tions of subjects are circulated all over 
the country, and the public generally 
is put on the alert. ‘his greatly in- 
creases the chances of catching the 
criminals, and has made such jobs so 
dangerous that, as I said before, they 
have been practically abandoned. The 
newspaners have undoubtedly broken 
up ‘bunko’ and other dangerous con- 
fidence games, that used to gather in 
thousands of victims every year. They 
did it by exposing them so thoroughly 
that at last it became next to impos- 
sible to find a ‘sucker’ who wasn’t posted 
in the scheme from top to bottom. Not 
long ago I was talking to a chap who 
used to be in the green goods business 
in .New Jersey. He cursed the news- 
pan very witterly, and declared they 

had taken the bread out of his mouth, 
to say nothing of the perfecto cigars 
and two-bit whisky he formerly put 
into it. I am absolutely certain that 
that gentleman would cordially indorse 
the new journal without any criminal 
items.”’—J\ ewspaperdom. 


WAY DOWN EAST 


A CLERGYMAN'S OPINION 

“Way Down East 
is a strong presenta- 
tion of moral truth.” 









“It teaches that there 
cannot be one law for the 
man and another for the 
woman.” 


“The tone of the playfis 
pure and sweet and shows 
how God-like is humanity 
when at its best.” 


“I am a stronger man ‘than I was before I 
saw it.” 


“I should be glad if every member of my 
congregation might see the play and learn 


its lesson.” 
REV. L. M. CLEMENT. 





“WAY DOWN EAST,” AT THE ACADEMY OP 
MUSIC, NEW YORK, IS ADVERTISED BY A 
POSTER IN COLORS, OF WHICH THE 
FOREGOING IS A REPRODUCTION IN LINE 
DRAWING. 
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BRIGHT SAYINGS. 


Painters’ Inx solicits marked copies of print- 
ed advertisements in which “ bright say- 
ings,’ terse and epigrammatic expressions, 
appear. There are many of them, and some 
of them are very good. 


A BARGAIN in time is doubly a bargain, 

A man’s wardrobe is never too full of 
ties. 

Don’t take our word for it. 
and see. 

“RaPHAEL’s’—that name stands for 
progress. 

EVERYTHING man or boy wears from 
hose to hats. 

Keep your eye on our windows. You'll 
not go astray. 

You need not go any farther than 
right here for the best. 

We're taking other folks’ valuation 
and quoting our price for it. ¢ 

Just as natural for us to lead in vari- 
ety and value as it is for others to fol- 
low. 

Some clothing is made to sell; some 
to wear. Some clothing is made for 
both. That is our kind. 

It pays to buy the best, both for the 
sake of economy and the satisfaction 
there is in possessing a good article. 

Tus isn’t a sensational store; no 
spasmodic bargains; or, in plainer terms, 
no baits, but best values every day. 

WE never sell goods for less than cost. 
Don’t have to—but we give you full 
value for every dollar you spend here. 

Don’t imagine that Keep’s shirts will 
never wear out. They will, but they 
last longer and fit better than other 
makes. 

Turow off the worries of the day with 


Come 
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your coat—take on the pleasures of an 
evening at home with a smoking jacket 
or gown. 

THE true test of hat goodness is not 
the price you pay, but the style, comfort 
and service you get. That’s what makes 
Nichols’ $2 hat the largest value. 

“Costty thy habit as thy purse can 
buy” is the maxim of the reckless. 
Macy’s methods afford frugal men an 
opportunity to secure correct and excel- 
lent clothing without taxing their 
purses to the limit. 

CHEAPNESS doesn’t mean merely lit- 
tle money—it means value for your 
money. We don’t advertise cheapness 
because that doesn’t express the facts 
about the Buckskin Breeches. We tell 
you that they are better in every way 
than these so-called cheap goods—then 
we say they don’t cost any more. 

BecIn with the fancy shirt. We'll 
overturn a hundred boxes and show you 
half a thousand patterns. A_ dollar’s 
enough. Next, we'll equip you with the 
snuggest underwear you ever put on. 
And then we’ll ask you to admire the 
prettiest effects in neckwear that ever 
came to town. Perhaps you'll not stop 
buying until you’ve chosen a new hat 
and a few other things. 

Don’t imagine that hardwood floors 
are all alike. Quite the contrary. Some 


never look well. Some look well at 
first but soon give out because not hon- 
estly made. Others look well at first 


and continue to look well because they 
are honestly made. We guarantee our 
floors against all defects that may ever 
arise from faulty material or workman- 
ship, and our guarantee is good. We 


can_ satisfy you on _ this point. We 
could not afford to do this unless we 
did our work well. All we ask is that 


the floors have reasonable care. 











SOUTHERN@ RAILWAY 


Five Through Trains 


FLORIDA? 


Magnificent 

Service to.. 
AIKEN, AUGUSTA 
CHARLESTON 
CAMDEN 
SUMMERVILLE 
SAVANNAH 
THOMASVILLE 
BRUNSWICK 
JEKYL ISLAND 
FLORIDA 


NASSAU 
and CUBA 


J. M. CULP, T.M. 
WASHINGTON, D.C. Fes 





MARDI 
*GRAS- 


NEW ORLEAKS. 


1900. 


Daily bet. New York 


.* SOUTH 


; Fast Time to 
The Land <i. Sky 
ASHEVILLE 
HOT SPRINGS 
PINEHURST 
NEW ORLEANS 
Connecting at the 


laticr place with the 
“Sunset Limited” for 


California 
and PACIFIC 
COAST POINTS 


Dining-Cars on all 
Through Trains 
W.A.TURK, G.P.A, 
WASHINGTON, 0.C, 


APPROPRIATE. 
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A Little Out 
Of Season, 


But‘we want to be iti the swim when the 
robins come in the spring time, and when 
the new babies make their advent or de- 
but_on the streets of our city. We have 

ade a large purchase of: Matrimonial 
Frujt Baskets (commonly called Baby 
Buggies) and we want the public that 
will need anything in this line to remem» 
ber our store. 

If you need a twim carriage leave your 
order for it now and we will have it made 
for you to be delivered by April 1 

We have stoves to burn that we have 
reduced the price on in. order té make 
room for spring goods. Come im and see 
our line of Household Goods. 


Sample’s Installment Co, 








MATRIMONIAL FRUIT BASKETS. 
Editor of Printers’ INK: 
Inclosed find what I think is an origi- 


nal advertisement, cut out of Washing- 
ton Pa., Reporter. Very truly yours, 
C. N. Bay. 
WasHINGTON, Pa., Feb. 1, 1900. 











UTILIZING DEALERS’ WINDOWS. 
Dayton, O., Jam. 30, 1900. 
Editor of Printers’ INK: 

Why do not more large advertisers 
adopt. the window advertising plan? 
Chis is one of.the best methods of ad- 
vertising. With other methods you can 
at best only leave an impression on the 
public which is liable to be crowded 
out by some other ad, but with the win- 
low plan you secure attention and at 
the same time give them the opportunity 
of investing in the article advertised. 
I have been working for the past year 
throughout the East, for a large firm 
doing this kind of advertising. We 
used colored bunting for a background, 
arranged in different designs of maltese 
crosses, arches, diamonds, etc.; then ar- 
ranged the goods on the floor space, 
making a pretty window. The sales- 
man would call on the grocer with 
colored photos of windows, and he had 
no trouble to secure an order on con- 
dition that the grocer would be given 
a window. The order was for a 
quantity that would insure the profits 
balancing the cost of putting in the 
window. This way you get your goods 
on the retailer’s shelves, and have the 
use of his window for a period varying 
from three weeks to six months, at no 
cost. The number who notice the 
windows is astonishing. I have put in 
the center of a city a key_ window, 
which would be different from the 
others, and I would hear that window 
commented upon in every section of the 
city. Hardware dealers’ or druggists’ 
vindows are much better than the aver- 
age grocer’s. I don’t believe it pays 
to send to the retailer a window display, 
letting him arrange the window to suit 
his taste, as they generally spoil the 
effect by trying to crowd in as many 
various other articles as possible. 

Very truly yours, 
. H. Lowry, 
No. 39 Emmet St., Dayton, O. 


IN TENNESSEE. 
Office of 
“Tue KNoxvILLE SENTINEL,” 
KNoxvIL_e, Tenn., Jan. 31, 1900. 
Editor of Printars’ INK: 

I trust that before commenting on 
the circulation of Tennessee dailies you 
will consult the publishers of the 
American Newspaper Directory. The 
Sentinel has just furnished a detailed 
statement and has sworn to it. We con- 
tend that we have the largest circula- 
tion in East Tennessee of any paper and 
double the circulation in Knoxville of 
any paper. Our books are open to ad- 
vertisers. We have furnished evidence 
to the Directory publishers as to the 
claims of another newspaper published 
here and_ invite investigation. f 
Printers’ Ink or the Directory will send 
a man to Knoxville we will give him 
free access to our books and can demon- 
strate to him in a jiffy that we lead 
in circulation and we witl pay his ex- 
penses if the other paper will submit 
to a similar investigation. If you de- 
sire any further information we shall 
be glad to furnish the same. 

Very truly yours, 
G. F. Mitton, 
Pres. Knoxville Sentinel Co. 

The editor of the American News- 
paper Directory tells Printers’ InxK 
that he has a statement from the Knox- 
ville (Tenn.) Sentinel showing it to 
have had an average circulation of 4,582 
copies for the year ending Dec. 3, 1899. 
—[Epttor Printers’ Ink. 





Arter the Third Sugar Bowl has been 
awarded, the Little Schoolmaster will 
give another, the fourth, to that daily 
in the entire United States, barring no 
section, which gives an advertiser best 
service in_ proportion to the price 


charged. To secure the Fourth Sugar 
Bowl will be to obtain an enviable dis- 
tinction. 











POOR CINCINNATI. 
Office of 
PARRY MaNnurFActu RING COMPANY, 
nc » Feb. 2, 1900. 





Editor of Seeman s 

We notice on page 28 of your issue 
of January 31st, reference made to our 
concern as being located in Cincinnati. 
While we consider Cincinnati as a 
suburb of Indianapolis, still we would 
rather have our mail come to the latter 


postoffice. Very truly yours, 
Parry Merc. Co., 
W. P. Cosgrove, Advt. Dpt. 





NOTES. 


“EDITOR Watrerson’s Views” is in 
Success (N. Y.) for February. 

JeFFERSON JACKSON, 324 Dearborn 
street, Chicago, Ill., publishes at $2, 
“How to Do Business, or the Secret of 
Success in Retail Merchandising.” 

Tue Centerville (Iowa) Citizen is 
publishing in its columns letters from 
its advertisers telling how advertising, 
particularly in the Citizen, has helped. 

Tue Fourth Estate (N. Y.) for Feb. 
d, contains a portrait and sketch of 
ee Pym Remington, of Pittsburg, 
with pictures of his advertising agency 
establishment. 

Director of Public Safety English, 
of Philadelphia, has issued an order 
enforcing the ordinance prohibiting the 
distribution of circulars and advertising 
pamphlets on the streets of that city. 

Printers’ INK, published in New 
York, is one of the most outspoken 
journals in the land. It is known all 
over this country as the most independ- 
ent periodical for writers, printers and 
advertisers.—Franklin (O.) Chronicle 


“LapysMITH Surrounded By Boers!” 
is the matter on a placard calling at- 
tention to a little lady labeled ‘‘Lady 


Smith,” who is surrounded by a dis- 
play of fur boas in a furrier’s window, 
at Salem, Mass. 

A Newark coal dealer has the follow- 
ing card in the street cars of that city: 
“PERSONAL!” 

Will the party who received poor coal 
when last buying from the ‘other fel- 
low,’ please call at this office?” 

Mr. Davip Rostnson, recently adver- 
tising manager for Altman’s, —- has 
offices at 945 Broadway, New York, 
where he writes and places advertising 
for a number of firms. He makes a 
specialty of devising business systems. 

Tue one hundred shoe selling adver- 
tisements, bound in book form, with per- 
forated leaves, so that they may be 
detached in order to send to printer to 
show style, issued by Geo. R. Syfert 
& Co., 48 South Ninth street, Colum- 
bus, O., costs $2. 

ADVERTISERS and newspapermen the 
world over acknowledge Printers’ INK 
and the American Newspaper Directory 
to be highest authority in all that per- 
tains to newspaper publishing in gen- 
eral, and to circulation statistics in par- 
ticular.—Bangor (Me.) News 

A COMMITTEE was appointed to take 
steps for advertising Portland. Con- 
densed statements of the leading ad- 
vantages recurring to the city will be 
compiled so that it can be used on busi- 
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on everything 
Portland 


ness cards, and, in fact, 
of an advertising nature. 
(Ore.) Telegram. 
_ A Boston concern has this sign on 
its office door: 
* * * * * * * * * * * 
Yes, 
We Believe in the “Open Door” 
in — 


This Office 
* * * * * 


¢266866 


* 
‘ 
. 
a 
* 
* “Isn't China. 
* * * * — * 

In all of the notable advertising suc- 
cesses during the past eight or nine 
years the money has been spent by and 
under the direction of some general ad- 








vertising agent. For instance: Gold 
Dust, Fairbanks’ Fairy Soap, Williams’ 
Pink Pills, Uneeda_ Biscuit, White 
Lead, Potash, Hyomei, Stuart’s Dys- 
pepsia Tablets, Lydia Pinkham’s Com- 
pound, Paine’s Celery Compound, Dr. 


Greene’s Nervura, Ostermoor Patent 

Elastic Felt Mattress, Quaker Oats, the 

National Cloak Co., etc.—Our Wedge. 
At a meeting of the Republican edi- 


tors of Indiana, at the wee in 
Indianapolis, on Jan. 26, A. A. McCain, 
of the Crawfordsville Journal, predict- 


ed that the rural delivery would eventu- 
ally cause the dailies to take the place 
of the weeklies; that the farmer would 
take a city daily if he could not get 
a local paper, and the time was com- 
ing when he would take both. He 
thought that the country weekly is grad- 
ually “‘fizzling out,” and that it must 
some time become a feature paper like 
many of the metropolitan weeklies. 

STATE street, in Rochester, N. = 
was at one time the principal street, 
in the days when the Central station 
was located on it. It still makes pre- 
tensions to being a business street, but 
its glory has departed. Of late years 
there has been a trend of building 
toward the east, and many of the larger 
establishments have moved in that di- 
rection. The State street business men 
have now resorted to the scheme of hir- 
ing a band and stationing it on the 
street to play and attract customers. 
Recently the Fifty-fourth Regiment 
Band was hired, and it marched up 
and down the street playing popular 
airs. In a short time a large crowd 
was drawn to the street and during the 
evening the merchants reaped a harvest. 
One of the merchants also got up a 
phonographic entertainment in the street 
and drew a big crowd. 


+r 
A RED LETTER SALE. 

A recent issue of the Baltimore (Md.) 
World tells of a ‘Red Letter Sale” in a 
dry goods store in that city: 

The decorations throughout are red. 
Every article that is red or has any 
red in its make-up is given prominent 
place. In the basement lights with red 
shades cast a rosy glow. On the main 
floor rod ribbon, red dress goods, red 
hosiery, etc., make an attractive show- 
ing. A great red umbrella is suspended 
from the ceiling, and whoever stands be- 
neath it for fifteen seconds is present- 
ed with a red-dyed egg and a gaudily 
colored pic ture. The sale speople, al- 
hough not dressed wholly in red, al- 
most all wear red ties or ribbons. ‘The 
price of everything was marked in red, 
and the idea carried out prettily all over 
the store. 
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DRIVEN HOME AND CLINCHED. 
One point driven home and clinched is 
worth a dozen ‘ ‘glittering generalities.” 


A GREAT CONNECTIN YG LINK. 
The want column is the greatest con- 
necting link in existence.—- Advisor. 


AFTER the Third Sugar Bowl has been 
awarded, the Little Schoolmaster will 
give another, the fourth, to that daily 
in the entire United States, barring no 
section, which gives an advertiser best 
service in_ proportion to the price 
charged. To secure the Fourth Sugar 
3owl will be to obtain an enviable dis 
tinction. 


Classified Advertisements. 


Advertisements under this head two linesor more, 
without ded in Gwe week | 25centsaline. Must be 
handed in one week in advance 


WANTS NTS. 


CAN edit and manage with results. Know 
job dept. “PRACTICAL,” care Printers’ Ink. 


PHOTOGRAPHER, 14 years’ experience, good 
wri er, Wants permanent wor: on newspaper 
or magazine. “K,” Box 35, Harwichport, Mass. 


H ALF-TONES (quality, guaranteed), one col. $1; 
6 doz. #5. ol. $2; 4 doz. $10. Larger, 
er square inch. Send good parens. BUCHER 

EX NGRAVING CO. , Columbus, C 


COVER design, , 6x9, ), for lesson sheets. Cor- 
P 5 respondence shorthand school; show sten- 
ographers variously engaged ; rough sketch and 
price. H. K. FORT, Box 1630, Phila. 


\V ANTE D position as ad manager by experi- 
enced youne man; competent to take 

charge of the advertising and otherwise make 

himself A. Fg “s HUSTLER,” Pyinters’ Ink. 


W ANTED permanent position with good coun- 
try daily or weekly newspaper. Have had 
12 years’ experience. All round man. Best of 
references. Any town in North Texas. Address 
“ TEXAS,” care P rinters’ Ink. 
PrERNAL .D’S NEW SPAPER MEN’S EXCHANGE 
searches out competent editors, reporters 
and adv’g men, and recommends them to pub 
lishers ; no charge to employers; registration 
e. 1b Ceda) St., Springfield, Mass, 


\ 7 ANTED—Publisher of a good daily within 

200 miles of New York, having a good plant 
and willing to form aconnection for the purpose 
of extending the business into a new and profit- 
able line, to address SNYDER, P. O. Box 2033, N.Y. 


( )RDERS for 5line advertisements 4 weeks $10 
in 100 Illinois newspapers: 100,000 circula- 
—_ weekly ; other Western weekly pap ors same 
Catalogue on application. HICAGO 

NEW SPAPER" UNION, 10 Spruce St., New York. 
This price includes PRINTERS’ [NK for one year, 


\ 7 ANTED—Partner with $5,000 to invest in 

the best mother’s magazine in the field. 
Has Al rating in newspaper directories. Cir- 
culation lar, Is growing in favor with adver- 
tisers. Established 1895. Poor health the reason 
for wishing assistance in the business manage- 
ment. MOTHER’S MAGAZINE, care Printers’ Ink. 


"| SQROueaLy 
EXPERIENCED 

COMPETENT 
ADVERTISING MANAGE 
seeks change. Record ae Character unques- 
tioned. Fmdlovssmentethe best. ——— medium 
having possibilities of growth prefe 

Salary !—That depends on medium. 

Address “ CHANGE,” Printers’ Ink. 











NEW YORK CITY 

“ SPECIAL,” 

with twenty consecutive years’ experience in this 
field as an advertising agent, acquainted person- 
ally with all large advertisers, desires one or two 
more mediums to represent in the Metropolitan 
district. Dailies, Ps -eklies or monthlies, with 
large circulation. Commission basis entirely. Ad- 
dress “ EXPERIENCE: ” care Printers’ Ink. 
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A CHANGE is desired by anexperienced adver- 
tising man who has covered the field east of 
Omaha and St. Louis. He is thorough!y acquaint- 
ed with the leading advertisers in this territory 
and on familiar terms with the agencies. He is 
fully competent to handle a publication of ~ e 
circulation— in fact, has —— it successtu’ pow /D is 
business record is g« rsonal record high. 
Would consider a roposition to handle the gen- 
eral advertising of a daily or the management of 
a general medium or class weekly, but would 
meater a publication possessing powers of growth. 
n the i of securing congenial surroundings 
he is willing to accept moderate salary with 
uitable arrangement for increase. ddress 
<TQuit ABLE,” Printers? Ink. 


+o>—_—_——— 
MAILiNG MACHINES. 
)AN-AMERICAN, Matchless Maiier, pat. Jul.’99. 
REV. ALEX. DICK, 43 Ferguson Ave., Buffalo 


RUBBER STAMPS. 


UBBER STAMPS for business men. Send for 
cat, RUB. STAMP — Broken Bow, Neb. 


POSTAL (L CARDS. 
|= Banat postals? We print them for ten 
nts per thousand. Write us. FINK & 
SON, th and Chestnut Sts., Phila. 
+or 


STOCK CUTS. 


ALF-TONE STOCK CUTS. Send stamp for 
sample sheet. THE STANDARD ENGRAV- 
ING CO. OF NEW YORE. 61 Ann St. 








COLL AR Bl BUTTONS. 
6é pact UTLESS ” comfort and economy collar 
buttons. Sp’l ind’ : *ments to drummers and 
dealers. Samp. 5c. Cir. free. W. D. REDINGTON, 
Binghamton, N. A 


DAILY PAPER FOR SALE. 
Ww ESTERN Democratic daily in Ay of 25,000. 
oo —— _ for med years # |. $3,000 to 
wee #0 referetice pence. 
MERSON P. ‘iA aR is, 150 D Nassau St., N 
+o 
WEEKLY P- {PER FOR SALE. 
TEW YORK STATE Republican pa) 8 of good 
A standing, making for owner $2, early. 
Value of plant $3,800. $3,300 necessary. — 
required. E. P. HARRIS, 150 Nassau St., 

















Oe 
LETTER BROKERS. 


ETTERS, all kinds, received from newspaper 
4 Posy wanted and to let. What have 
qomce what do you wish to hire of us! THE 
EN OF RET TE RS ABSS’N, 553 Greenwich St., N.Y. 
ae 
ILLUSTRA TORS AND ILLUSTRATIONS. 
66" HERE is nothing as attractivein an adver- 
tisement as an appropriate illustration.’ 
Printers’ Ink. Send me your ad age I'll make the 
capeeprapte itustration.” G. 8. SNELL, 25 W. 
104th St., New York 





oo 
JOB PRINTING SPECIALTIES. 


\ 7 ANTED—One (only) newspaper inevery town 

to handle the LEDGERETTE in job print- 
ing department. Every sale establishes perma- 
nent customer for printed statements. R. 
ADAMS & CO., Detroit, Mich. 


+ 
NEWSPAPER INFORMATION. 


ro latest newspaper information use the lat- 
est edition of the AMERICAN NEWSPAPER Dt- 
RECTORY, issued December 1, . Price, five 
dollars. Sent free on — t of price. GEO. P. 
Ones anne t., New York. 
BUSINESS OPPORTUNITIES, 
ONVINCING “ Popular Hi Heart” ideas for ad 
/ illustrations, catch-lines and introductions 
ae one having made an exhaustive study of 
— vost is for perm humanity and — 
opos jons ‘or vermanent posi on considered. 
Address“ Z,” Printers’ Ink. 
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TRADE PAPER OPPORTUNITY. 


( gy tend yg ped trade wee SE clearing 
about $6,000; price $12,000. NEWSPAPER 
BROKER HARHIS, 150 Nassau St., N. 
— + 


SUPPLIES. 


"ypues PAPER is printed with ink manufact- 

ared by the W. D. WILSON PRINTING INK 
Co., U’t’d. 13 Spruce St., New York. Special prices 
to cash buyers. 


BOOKS. 


1900 BLUF BOOK. Over 6,400 names. Price 
#3. 371 Fulton S8t., Brooklyn, N. Y. 


ft LVE Literary “Gems, postpaid, one dollar. 
MONITOR CO., Publishers, Cincinnati, Ohio. 


N2 label or coupon necessary. Just send us 
your name and we will send youac “opy of our 
rand book containing over 200 recipes for cook- 
ing with wine, brandy, etc., and 50 different di- 
rections for making fancy drinks at home. C. E. 
SWEZEY, with Brotherhood Wine Co., N.Y. City. 
a > 
FOR SALE, 


Sept SOUVENIRS—Any printer can get 
anaes orders. Samples and plans, 25c. 
G. KINYON, Yates Center, Kan. 


Ae eg of PRINTERS’ > INK, Aug. 21, 1895, to 
8, 1900, except Jan. 30, 1897, number. 
oo? eas Price $10. E. D. SNOW, Rutland, 











FEW thoroughly rebuilt cylinder and platen 
presses, which we have taken in part ex- 
change for our high-grade Golding jobbers and 
Pearl presses. Will be sold at cost to close out. 
GOLDING & CO., 78-80 W. Jackson St., Chicago. 


WILL BUY the leading paper 
$30 00 (Rep.) in a city of 35,000, whose 
banks do a business of $1-.5,04),000 a year. Paper 
is making from $4,000 to $4.50 a year. Good 
reasons for selling. ‘A. M.,” care Printers’ Ink. 


OR SALE—Best home aah mother’s magazine 

published. Established 1895. Circulation 

fine and increasing. Is the recognized authority 

in this field by the literary world. Ad patronage 
= ing steadily. Satisfactory reason for desir- 
ng to sell. H. & M. MAGAZINE,care Printers’ Ink. 


EVERX issue of PRINTERS’ INK is religiously 
4 read by many newspaper men and printers, 
as well as by advertisers. If you want to buy a 
paper, or to sell a paper, or type or ink, the thin 
to do is toannounce your desire in a classifie 
advertisement in PRINTERS’ INK. The cost is but 
25 cents a line. As a rule, one insertion will do 
the business. Address PRINTERS’ INK, 10 Spruce 
8t., New York. 





——__+or+ —__—_ 
ADVERTISING NOVELTIES. 


OVELTY Ad-Folders. Write to CHICAGO 
ENVELOPE CLASP CO., Niles, Mich. 


TMs LE wagons for merch ants, $40; lettered 
to suit. KOADSTER SHOPS, Camden, N. J. 


W OOD FAN HANDLES are manufactured by 
HANLON BROS. PAPEK & M’F’G CO. 

Barnesville,O. Large users of, dealers in an 

printers of paper fans should write them. 


Oye the purpose of inviting announcements 
of Advertising Novelties, likely to benefit 
feader as well as advertiser, 4 lines will be in 
serted under this head once for one dollar. 


Mus. Su upplements—We have supplied the 
4 New York Journal and St. louis Star, 
Who’s next! Publishers desiring full particulars 
address LANGHORNE MUSIC CO., Norfolk, Va. 


B ANNERS, Bartlett system patented. The only 

perfect banner device on the market; 
adapted to all styles deck vehicles, changeable 
with pair 6-inch gas plyers. GEO. W. ‘BARTLETT, 
Patentee, 134 E. Van Buren St., Chicago. 


Ts = very latest out—a puzzle novelty as much 
more valuable than most advertising novel- 
ge as a check is better thana note. Hard enough 
to solve to sustain interest and circulate from 
friend to friend; easy enough when you know 
how to make an impression; cheap enough to 
ive away freely—costs little more than a circu- 
fr. Just fits vest ket or memo book. Carries 
our “ad” in a ——- place. Sample for 3 
yo FRYER, “ Resultful 


ye erred mpeg 3 37 
Advertising,” Ba & out icott Sq., Buffalo, N. Y. 








STEREOTYPE OUTFITS. 


Grestorss= outfits $17 up; Hot ana Cold 
processes included ; make your own cuts in 

walle on black and Granotype, no etching. Send 

stamp. H.KAHRS, 240 East 33d St , New ork. 








mae 
ADDRESSES A ND A DDRESSING. 


7 IRGINIA Teachers’ Directory. Address J. 8. 
GRUVER, Reliance, Va. 


] ) ROOM corn men have money now. Circular- 

ize them ; 4.000 names listed in “The Broom 
Corn Trade Directory and Growers’ Guide.” Price 
50 cents. A. B. KATKAMIER, Farmington, N. Y. 





———- +O 
ADVERTISING MEDIA. 
N ICKELL MAGAZINE, Boston. 


TICKELL MAGAZINE aye pe circula- 
4 tion claims, under a $1,000 forf 


40) WORDS, 5 times, 25 cents. no 
Brockton, Mass. Circulation exceeds 6,000. 


DVERTISERS’ GUIDE, Newmarket, N. J., 9c. 
4 line. Cire’n 4,500. Close 24th. Sa: nple free. 


NY person advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceiv e the paper for one year. 


Q HOF TRADE JOURNAL, Chicago, has sub- 
«’ seribers in every State in the Union, also in 
every Province of Canada. Rate; 8: 15 centsa line. 


N' Ik ae MAGAZINE ad rates, 30c. agate line ; 

page ; 5, 10 and 20 per ce nt dis. on 3,6 and 
12 A a raat rs ; the lowest magazine rate. Figure 
it out yourself. 


payer COAST FRUIT WOXLD, Los Angeles, 
Cal. Hort’c’land agr’c’t’l. Actual average 

5,053 last year. Growing rapidly ate line, 

cash with order. No medicine ads ace opti d. 


H ARDWARE DEALERS’ MAGAZINE. 
Exceeds 10,000 every issue. 

Three ae ved regular advertisers. 
DANIEL T. LETT, Publisher. 
Broadway an ieee St., New York City. 


A D SENSE. is published monthly as a palatable 

literary diet for the busy business man. 
Send 10 centsin stamps for sample copy to AD 
SENSE CO., 85 Fifth Ave., Chicago. Subscription 
$layear or6 de FE trial subscription for 60 cts. 


























BOUT seven eighths of the advertising done 
fails to be effective because it 1s placed in 
papers and at rates that give no more than one 
cighth of the value that might be had by placing 
the same advertising in other papers. If you 
have the right advertisement and ya it a she 
Poona Fo age your serene will 
—— ce solicitec Address THE GRO. ™. 
Ww E LL ADV ERTISING AGENCY, 10 Spruce St., 
New York. 


[)F® HEROLD DES GLAUBENS, of St. Louis, 
Mo., a Catholic weekly founded in 1850, 
proves a_ circulation e exceeding 30,000 copies 
weekly. Rate,70 cents per inch on 3 or more 
insertions. Discounts, 10 per cent on 104 inches; 
15 per cent on 260 inches ; 20 per cent on 520inches 
—a lower rate than is offered by any other relig- 
ious per in the United States on guaranteed 
circulation. Write home office or OTTO KOENIG, 
Eastern Agent, 737 Park Row Building, N. Y. 


T= HOME MAGAZINE, OF NEW YORK, is in 
its thirteenth volume, having been started as 
the Commercial Travelers’ Home Magazine. A 
ed ago the name was changed to the HomE 

AGAZINE, and the office removed to New York 
City. Since then the energies of the MAGAZINE 
have been devoted more to pushing the circula- 
tion than toward building up the advertising 
patronage, upon the principle that circulation 
is absolutely essential to give advertisers satis- 
factory results on their business. 

The circulation is now 50,000 cnpiae, actually, of 
which about 31.700 are regular subscribers and 
the balance news-stand sales, exchange and ad- 
vertising copies. A feature about our circulation 
is that we deal] direct with the news trade outside 
of the American News Co. 

Our rate is per page net, wen quarter 
poges pro rata, or 40 cents per agate lin 

e want your business because our ‘cireula- 
tion will bring you results. 
ready to give any details oe 

Will you try us! 
Nassau St., N. Y. City 





We are always 
esible customers. 
MAGAZINE, 93-99 
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TWO DAILIES—FOR SALE. 


i of the very best daily properties in New 

England States—to wit : 

$12,500—$5,000 or more cash down—buys an es- 
tablished Republican daily in a Republican sec- 
tion—a practical monopoly. The situation and 
business can not be duplicated for many thou 
sands more. 

$15,000 — $5,000 or more down buys a great 
daily proposition. Doing a prosperous business 
in one of the most thrifty, fast-growing cities in 
Massachusetts. 

Dailies and weeklies for sale in other States by 
Cc. F. DAVID, Confidential Broker in Newspapers, 
Abington, Mass., 28 years’ experience. 

~7o- 


NEWSPAPER BARGAINS. 


2 —MORE than half cash—buys a Re- 
$4 006 publican daily and weekly in In- 
diana. A profitable business. 

$8,000—cash required $2.500 or more—buys a 
money-making newspaper property in Idaho. 
Owner has enough $$ and wishes to retire. 

$1,750—with only $700 or more cash—buys a 
good weekly property in Oregon. 

A reliable newspaper man with $6,000 or more 
can find a great opening in Oregon. 

$4,000 buys one-half interest in a fine daily and 
weekly property in Illinois. An experienced 
man only required. 

$10,000 opens up a great proposition in Massa- 
chusetts—monthly 14,500 circulation ; weekly 2,350 
circulation, etc., ete. $5,000 cash required. 

Dailies and weeklies in 38 States. Send for my 
speciai list. Any reliable properties for sale, 
* David ” knows about them. 

Cc. F. DAVID, Abington, Mass., Confidential 
Broker, and Expert in Newspaper Properties. 





ADVERTISEMENT CONSTRUCTORS. 


c™= H. FRYER, a “ Resultful ” name. 





N ISS WOODLE makes special offer. 6 Wall 
4 St., New York. 


HAS. H. FRYER,——“ Resultful Advertising,” 
540 & 642 Ellicott Square, Baffalo, N. Y. 


1 0 COMPLETE Shoe Ads, all new, for $2. G. 
R. SYFERT, 243 8. High st., Columbus, O. 
OF ad #1. Booklets $1 a page. CHAS. A. 
WOOLFOLK, 446 W. Main St., Louisville, Ky. 
QNYDER & JOHNSON, advertising writers and 
WO agents, Woman's Temple, Chicago. Write. 








Q@TRONG little ads—one every day for $10 a 
month; 6 for $5. GEORGE H. HAYWOOD, 
9 Amity St., New London, Conn. 


‘| HE shortest, surest and safest route to profit- 

able medical a publicity is through 
the MEDICAL ADVERTISING BUREAU, 100 
William St., New York. 


NHASE & CO., New Haven, Conn., are tickled 
to death with an attractive yet inexpensive 
booklet | have gotten out for,them. Send to me 
for pomepie. GEORGE HENRY SMITH, Box 2816, 
N. Y. City. 


B OOKLETS, ADVERTISEMENTS, CIRCULARS. 
) Lam in a position to offer you better service 
in writing, designing and printing advertising 
matter of every description than any other man 
in the business. | make the fashion in typo- 
graphical display. I have charge of the me 
chanical department of PRINTERS’ INK. No other 
paper in the world is so much copied. My facil 
ities are unsu i for turning out the com- 
plete job. If you wish to improve the tone and 
appearance of your advertising matter it will 
pay you to consult me. WM. JOHNSTON, Man- 
ager Printers’Ink Press, 10 Spruce St., New York. 


‘|e HEYWOODS of Philadelphia, while pre- 
Ee pared to do any kind of printing or engrav- 
ing, make a specialty of writing, designing, en- 
graving and peinsng of commercial literature. 
They are particularly good on railroad, real es- 
tate and hotel booklets. The president for twenty 
years has been known as a successful railroad 
executive, promoter of industrial enterprises and 
cities, advertising agent and publisher of news- 
papers. It is thought that he knows how to make 
booklet advertising pay splendidly. Kstimates, 
ete., may be had by addressing THt HEY WOODS, 
(Frank A. Heywood, president), 112 N. 12th St., 
Philadelphia. 


PRINTERS’ INK. 








ROADSTER CYCLE WoRKS, 
Camden, N. J., Feb. 2, 1900 


PETER DOUGAN, ESQ. : 


Dear Sir—Inclosed find check 
for amount due January adver- 
tisement. You will please con- 
tinue same, for we never expect- 
ed to receive the results we have 
from such a small ad. ‘lhe 
tricycle wagons we offer are, of 
course, sold at a very low fig- 
ure—in fact, we can not replace 
same when lot is sold, but what 
amazes us is inquiries from the 
Atlantic to the Pacific. We 
must therefore feel pleased. 
Kindly acknowledge receipt 
and oblige 

ROADSTER 
CYCLE SHOPS. 


——_+e —- — 


In the classified adver- 
tising columns of PRINT- 
ERS’ INK, under the head 
of “Advertising Novel- 
ties,” the Roadster Cycle 
Works use two lines space, 
costing 50 cents each in- 
sertion, to advertise their 
$40 tricycle carriage wag- 
ons. 

The letter reproduced 
speaks foritself and proves 
that the classified adver- 
tising of PRINTERS’ INK 
is just as claimed—profit- 
able and effective adver- 
tising at a bargain price, 
25 cents a line each inser- 
tion 

Address orders to 


Printers Ink 


10 SPRUCE ST., 
New YorK. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 

@ Issued every Wednesday. Ten centsa copy. 
Subscription —— five dollars a year, in advance. 
Six dollarsa bundred. Noback numbers 

t , Being printed from plates, it is always pos- 
sible to issue a new edition of five hundred cop- 
ies for #30, or alarger number at the same rate. 

t@ Publishers desiring to subscribe for PRINT- 
ERs’ INK for the benefit of advg. patrons may, on 
application, obtain special confidential terms. 

t2@ If any person who has not paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 
subscribed in his name. Every —_ is stopped 
at the expiration of the time paid for. 

ADVERTISING RATES : 

Classified advertisements 25 cents a line: six 
words to the line ; pearl measure : display 50 cents 
a line; 15 lines to toe inch. $100a page. special 
position twenty-five per cent additional, if grant 
ed ; discount, five per cent for cash with order. 


Oscar HeRzBEs, | Managing Editor. 


Peter Doucan, Manager of Advertising and 
Sub cription Department. 


New York (rrices: No. 10 Spruce STREET. 
Lonpon Acent, F, W. EC.” 50-52 Ludgate 
ill, E. C. 





NEW YORK, FEB. 14, 1900. 








THE edition of Printers’ INK 
for the issue of Feb. 7th was 
21,910 copies. 


THE Johnson's Digestive Tab- 
lets advertisement in the February 
McClure’s is worth reading. 


Tue Chamber of Commerce of 
Los Angeles, Cal., uses a half 
inch in the magazines to tell sonal 
to apply to it for reliable informa- 
tion regarding the advantages of 
Southern California. 


In the Inland Printer for Feb- 
ruary, the same advertisement is 
set up in twelve different ways, the 
majority making very pleasant ap- 
pearances. Those who are in- 
terested—will be interested. 





PeorLe have so much to think 
about nowadays that an advertise- 
ment must have power enough to 
force their attention and one of the 
greatest elements of that force is 
size. Better have one ten-inch ad 
in one paper than twenty half-inch 
ads in as many different ones 


AFTER ie ‘Third “Sugar Bowl 
has been awarded, the Little 
Schoolmaster will give another, 
the fourth, to that daily in the 
entire United States, barring no 
section, which gives an advertiser 
best service in proportion to the 
price charged. To secure the 
Fourth Sugar Bowl will be to ob- 
tain an enviable distinction. 


A BARBER in Fountain City, Ind., 
advertises himself as “The Silent 
Hoosier,” and is said to have se- 
cured a rushing trade in conse- 
quence. 





Printers’ INK has a_ new 
“Printers’ INK Baby” in Hono- 
lulu. It is a monthly edited by C. 
L. Clement and _ published by 
Pioneer Advertising Company, 
Suite 7, Model Block, Fort Street, 
Honolulu, H. I., and called The 
Naked Truth. Its subscription 
price is nothing, it being evidently 
intended to advertise the advertis- 
ing agency business of its pro- 
prietors. Its value and its price 
apparently coincide, but when it 
> older, it may perhaps lose 
its lack of individuality with its 
adolescence. 


THE Philadelphia Record has 
begun the new year by securing 
for the first month of it a much 
larger circulation than’ it had for 
January, 1899. In that year its 
average circulation for January 
was 183,974; for the January just 
closed it averaged 190,166. The 
Sunday edition for January, 1899, 
averaged 145,935 copies; for Janu- 
ary, 1900, 148,361. Two hundred 
thousand copies per day appears 
to be a figure within easy and al- 
most immediate reach. All the 
qualities that commend the Record 
to the discriminating reading pub- 
lic make it a peerless advertising 
medium. 


Harcer & BuisuH, of Dubuque, 
Iowa, advertise as follows: 

Remember we furnish anything in any 
line at retail at the very lowest whole- 
sale prices. These prices in many cases 
are as low, and sometimes lower, than 
the average dealer buys the goods for. 
Anything we haven’t got, we'll get, 
and get quickly. 

According to the Telegraph of 
Dubuque, the firm recently re- 
ceived the following letter in re- 
ply: 

Dunxkerton, S. D., Jan. 16, 1900. 
Harger & Blish: 

Gentlemen—If you hear of a good 
middle aged lady that would like to 
have a good home for life, please let 
me know. 

The writer signed his name and 
inclosed a stamped envelope for 
an answer. He evidently took the 
firm’s “‘anything in any line” to 
mean exactly what it says. 
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THE short, staccato sentence 
helps the memory, but it should 
say something worth remembering. 


Moet & CHANDON, the cham- 
pagne people, send to prospective 
customers, marked copies of news- 
papers containing notices of social 
functions at which the product of 
their vineyards has been used and 
is amadenas in the notice. One 
friend of the Little Schoolmaster, 
who is a total abstainer, received 
several such newspapers. 


“Our WencE,” Batten’s book, in 
its January issue publishes the fol- 
lowing poem and heads it “To Mr. 

I found my business start 

In printing pictures tart | 
Of damsels lightly clad_and fair to see; 

But I frowned on dissipation, 

When I’d got my circulation, 

And then I turned as good as good 
could be. 


When first I knew the admen, 
I didn’t think them bad-men, 
For they filled my pages up to heart’s 
content; 
But now I know ’twas bribing, 
So to still my conscience’s gibing, 
I'll keep the advertiser’s ten per cent. 





I’m a business world reformer, 
I’m a moral “‘stunt’’ performer, 
I’ve an awful conscience—if you give 
it time; 
My old sins of commission, 
Are oifset by good omission, 
And my virtue towers golden and sub- 
lime. 


In a brochure eight by twelve 
inches in size, on the finest, thick- 
est half-tone paper, with tissue 
paper bound between the pages, 
Swift & Company, of Chicago, pre- 
sent “Swift's Publicity,” being a 
collection of the advertisements of 
Wool Soap and Swift’s Washing 
Powder that have recently appear- 
ed in the leading weeklies and 
monthlies. It does one’s eyes good 
to gaze at a piece of advertising 
literature so dainty; but neverthe- 
less the question arises: Qf what 
use is it? Perhaps Mr. Wm. M. 
Shirley, under whose supervision 
the announcements here collected 
were produced, feels that they are 
worthy of a more permanent 
preservation than is secured by 
merely placing them in periodicals 
that practically die with the month 
in which they appear; and if so, it 
is hard to hold a contrary opinion, 
after looking at the advertisements 
themselves. 
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Tue Munn Envelope Company, 
of New York City, which has been 
doing consider able advertising of 
late, is owned principally by Ward 
& Gow. Messrs. Ward & Gow are 
said to own seventy-five per cent 
of the entire stock. ‘Great men, 
like Sapolio, wear themselves out 
to make the world brighter.” 


Tue Third Sugar Bowl, like the 
two previous ones, is intended to 
be competed for by daily news- 
papers only. It is offered to the 
daily newspaper printed east of the 
Mississippi River but outside of the 

c'ties of New York and Chicago, 
that gives advertisers the best 
service in proportion to the price 
charged. Newspapers _ believing 
themselves eligible are invited to 
set forth their claims in a letter 
to the editor of Printers’ INK. 








In addition to the official cata- 
logue of the Paris Exposition there 
will be an American edition em- 
bracing all exhibits from this coun- 
try which will be printed in four 
volumes: English, French, Rus- 
sian and German. In the official 
catalogue no advertisements of any 
kind will be permitted, the exhibi- 
tor being limited to mere mention 
of himself and the character and 
location of his exhibit. In the 
American editions, however, adver- 
tising space will be sold at $200 per 
page for each edition. The size 
of the type measure on a page of 
the American edition is 65% inches 
deep by 3 15-16 inches wide. They 
are to be printed on fine paper irom 
new type “in the highest style of 
art.” The matter for all announce- 
ments and arrangements connected 
with their insertion, must be sub- 
ject to the approval of the admin- 
istration board of the Exposition 
and all orders for such advertising 
must be made in writing subject 
to the approval of Lemercier et Cie. 
Advertisers will furnish their mat- 
ter in Engiish and it will be trans- 
lated into the different languages 
under competent supervision free 
of charge. M. Alexe, whose of- 
fice is in the American Tract Soci- 
ety Building, is the American com- 
missioner appointed by the conces- 
sionaires of the official catalogue 
of the Paris Exposition, Messrs. 
Lemercier et Cie. 
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Tue Vicksburg (Miss.) Herald 


so far back as the present accumu- 
lated Directory ratings extend ap- 
pears to have never furnished any 
sort of an acceptable report of its 
actual issues. It seems to have en- 
deavored repeatedly to secure a 
higher rating than it received, but 
without facts necessary to support 
the claim. If it really is entitled to 
a larger issue it is strange that no 
report has been made, especially as 
the opportunity for making it is 
offered through the Directory at 
the end of every quarter. Its claim 
that the Herald is the paper of 
most importance in Mississippi ap- 
pears reasonable and there is no 
present evidence for disputing it. 





IN PRINTERS’ INK « of January 31 
the following item appeared among 
the “notes 

“The Mail Order Journal (Chicago), 
of 4 mmr 15th, offers $300 each to_W. 
D. Boyce, . Cushman, the Ellis 
Company and the publisher of Hearth- 
stone, it they will prove to its satisfac- 
tion that their publications have the 
circulations claimed.” 

The publisher of the Hearth- 
stone brings the copy of the Mail 
Order Journal referred to to the 
office of the Little Schoolmaster 
and draws attention to the follow- 
ing sentence: 

Hearthstone can now prove that we 
are liars when we state that it has rot 
and never has had 600,000 subscribers. 
When Hearthstone can prove that it has 


600,000 subscribers we will openly 
acknowledge that we have been mis- 
quoting it. 

“Now,” continues the publisher, 


“we have never claimed that our 
subscription list amounted to 
600,000 copies per month. We 
guarantee a circulation of more 
than 600,000 copies per month. 
This comprises a large subscrip- 
tion list and a small proportion of 
sample copies. In all our adver- 
tising literature this is explained. 
PrinTERS’ INK, however, has used 
the word ‘circulation’ instead of 
‘subscription list,’ which may 
give advertisers the impression 
we are unable to prove our cir- 
culation, whereas we are glad to 
have any advertiser look into the 
matter as closely as he desires. 
The American Newspaper  Di- 
rectory in its next issue will ac- 


cord us as lowest circulation 600,- 
000, as claimed.” 
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THE adwriter is a good servant 
but a poor master. 


revised Loud 


THE Bill, which 
was introduced in the House of 
Representatives by Mr. Loud on 


January 12th last, limits the one- 
cent per pound rate to a distance 
of 1,000 miles, and exacts two cents 
where that distance is exceeded. 
It also takes away from news- 
agents the privilege of returning 
unsold copies at a cent a_ pound, 
making the rate one cent for four 
ounces. The same amount is 
charged for extra copies sent by 
the publisher for an advertiser or 
purchaser, or for any part of a pe- 
riodical “segregated from the rest 
of the publication.” The number 
of sample copies that may be sent 
is unlimited, the rate being half a 
cent for every two ounces, or frac- 
tion thereof—eight cents a pound. 
Books or reprints of books, bound 
or unbound, whether sold by sub- 
scription or otherwise, or whether 
they purport to be premiums or 
supplements, or parts of regular 
newspapers or periodicals, or pub- 


lications, or particular issues of 
publications, designed primarily 
for advertising purposes, are ex- 


cluded from the privileges of the 
bill. It is believed that Mr. Loud’s 
pet measure has little chance of 
ever being enacted. Several pub- 
lishers have pointed out that the 
bill, by limiting the one-cent rate 
to distances of 1,000 miles, dis- 
criminates against all publishers 
on the Atlantic coast in favor of 
publishers in Chicago, Cincinnati 
and St. Louis, and other interior 
points. who can cover at this - 
1,000 miles east and west, the At- 
lantic coast publishers being lim. 
ited in one direction, as they are 
bounded by the sea on the east. 
The effort to discriminate between 
the various classes of periodicals 
is open to the objection that it has 
been impossible to do it in the 
past, and will probably be equally 
so in the future. What the sys- 
tem needs is a rate that will be 
high enough to enable it to carry 
the matter presented without mak- 
ing too many distinctions as to 
what is second-class matter or not. 
This Mr. Loud fails to see, and 
until he sees it, he will not be the 
Alexander to cut the Gordian knot. 




















WHat you say may be all right; 
but if you say it to the wrong 
constituency or in the wrong place 
it will not count. 


A Printers’ INK representative 
recently had a chat with Mr. F. 
Abbott, of Morrell & Abbott, Gen 
tral avenue, Newark, N. J. Mr. 
Abbott is the inventor of what is 
known as the Simplex Shoe Tree, 
a device for keeping the shoe al- 
ways in form when off the foot, 
thereby benefiting both shoe and 
foot. Understanding that the firm 
contemplated doing a lot of adver- 
tising to the public direct, Mr. 
Abbott was asked his intentions. 
In reply he said, in substance: 

Yes, we want to reach the 
all over the country for we believe that 
we have an article the whole com- 
munity wants. At present we are adver- 
tising only in trade papers but we 
realize we shall have to create a de- 
mand among the consumers and we are 
going to do_ this by means of the 
magazines. We will, in all probability, 
use mediums of the class of the Ladies’ 
Home _ Journal, Munsey’s, McClure’s, 
the Youth's Companion. We believe 
every man, woman and child in the 
country will have a pair of these shoe 
trees in time. It is certain everybody 
needs this article and they will be sold 
at a price that will be in the reach of 
the poorest. 


EUROPEAN 
N 


consumer 





MUSIC JOUR- 
LS. 
oat 

Music Co., 

Jan. 31, 1900. 
INK: 
obtain the names of 


Office 

Tue Geo. JABERG 

Cincinnati, O., 
Editor of PRINTERS’ 
We would like to 


the different music journals published 
in England, Germany and Austria. Is 
a directory published in this country 
containing the names of the different 
music journals in Europe? 
fours truly, 
Tue Geo. Jaserc Music Co. 

The International News Com- 


pany, New York, upon being ap- 
plied to, gave the following list of 
English musical journals known to 
them, all published in London: 


Musical Age, monthly, $1.00 a year. 
Musical Herald, monthly, $1.00 a year. 
Musical Opinions, monthly, $1 a year. 
Musical Times, monthly, $1.50 a year. 
Music, monthly, $1 a year. 
Musical Million, weekly, $2.25 a year. 
Musical News, weekly, $2.25 a year. 
Musical Standard, weekly, $2.25. 
They also sell at 35 cents a 
catalogue published at Leipzig, 


Germany, containing 2,800 German 
and Austrian publications, among 
which are a number devoted to 
music.—[Epitor Printers’ INK 
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ARTICLES ON PATENT MED- 
ICINE ADVERTISING. 


One of Printers’ INK’s readers, 
who had occasion to look through 
its files for articles on patent medi- 
cine advertising, has compiled the 
following list of the articles he 
found. His researches, as may be 
seen, were not continued after the 
issue of Printers’ INK of March 
18, 1896, those that follow still 
awaiting exploration: 


Vol. 3, p. 439, Valuable Patent Medi- 
cine Stands. 

Vol. 4, p. 476, Patent Medicine Ad- 
vertising. 

Vol. 4, p. 599, Patent Medicine Ad- 
vertising. 

Vol. §, p. 435, How Advertised Patent 
Medicine Are “Replaced.” 


ol. 7, p. 107, Patent Medicine Ad- 


vertising. 


Vol. 7, p. 596, Preparing Goods for 
the Market. 

Tol. 7, p. 834, Fashions in Patent 
Medicines. 

f 7, p.- 869, Patent Medicine 


ol, 
Abroad. 


Vol. 8, p. 118, Testimonial Advertis- 





ing. 

Vol. 8, p. 147, The Advertising of 
Carter’s . ® ills. 

Vol, Pp. 395, Successful Medical Ad- 
vertis a 

Vol. 8, p. 499, The Advertising of 
Scott's  ewrrre 

Vol. p. 523, Castoria Advertising. 

Vol. ’ p. 634, Making a Beginning. 

Vol. . p. 650, How Humphrey’s 
Specifics Have Been Advertised. 

‘ol. 9, p. 8, Secrets of the Patent 
Medicine Trade. 
: Vol. 11, p. 699, Dr. Pierce’s Copy 
Sook. 

Vol. 12, July 4, ’94, p. 9, Medicine 
Men’s Mistakes. 

Vol. 12, Aug. 15, ’94, p. 22, Patent 
Medicine in Germany. 

Vol. 14, July 17, ’95, p. 15, To Punish 
Pirates. 

Vol. 14, Dec. 25, ’95, p. 30, Evolution 
of Patent Medicine Advertising. 

Vol. 15, Feb. 5, ’96, p. 17, Profitable 
Stories. 

Vol. 15, March 18, ’96, p. 37, The 
Sarsaparilla War. 

_— 


A New ENGLAND advertiser who 
sells a certain ointment, advertis- 
ing it through newspapers, the 
hoardings and cars, told the Lit- 
tle Schoolmaster the other day the 
story of his first year’s expendi- 
tures. He had spent, altogether. 
ninety-two thousand dollars; and 
upon estimating at the end of the 
year what he had received in re- 
turn, found that, counting in bills 


due as having been received, all 
had come back save three hun- 
dred dollars! How many large 


advertisers were able to show as 
good a first year’s 


showing? 
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OF THE CITIES OF NEW 


THE BEST SERVICE IN PROPORTION TO 


“ PRINTERS’ INK” OFFERS A STERLING SILVER SUGAR BOWL TO THE 
DAILY NEWSPAPER PRINTED EAST OF THE 
YORK AND CHICAGO 


MISSISSIPPI RIVER BUT OUTSIDE 
THAT GIVES ADVERTISERS 
THE PRICE CHARGED. NEWSPAPERS 


BELIEVING THEMSELVES ELIGIBLE ARE INVITED TO SET FORTH THEIR CLAIMS 
IN A LETTER TO THE EDITOR OF “ PRINTERS’ INK.” 





THE THIRD SUGAR BOWL. 


Office of 
“Tue PATHFINDER,” 
Every Week—$1 a Year. 
Circulation—25,000. 
PatuFinper, D. C., Jan. 31, 1900. 
Editor of Printers’ Ink: 

We are in need of a sugar bowl, and 
will not buy one, seeing that you have 
one for us. Our case is easy, provided 
the judge is not tinctured with the 
ancient hallucination that every person 
who buys a daily newspaper reads every 
advertisement in it. On the assumption 
that the silverware is not intended for 
the Philadelphia Record, and that a 
newspaper that is printed only once a 
week is eligible, we here make declara- 
tion of the merits of the Pathfinder. 

As we analyze it, there are four fac- 
tors that enter into the value of a cer- 


tain medium for advertising purposes: 
1. Quantity of circulation. 
2. Quality of circulation. 
atio of readers who read the 


ads to total circulation. 
4. Ratio of your own ad to the total 
advertising space in the paper. : 
an advertiser goes for quantity 
alone he grasps at a shadow. If he 
pays for quality alone he will find his 
advertising an expensive luxury—except 
in a few special cases. If he jumps 
to the conclusion that because a paper 
has a large “irculation” his advertise- 
ment is going to be read, he reckons 
without his host. If he assumes that 
his ad when occupying 1-1,oooth of the 
total advertising space in a paper is 





going to receive as much attention as 
when it occupies only 1-1oth, his 
knowledge of arithmetic and human nat- 


ure is lamentably elementary. (Ora- 
tors please copy). 

The Pathfinder has _ to-day 23,300 
subscribers—not bought by prize 
schemes, discounts, premiums or the 
like, but thrifty, intelligent people all 
over the country who want to know 


what is going on in the world but who 
have no time to wade through the 
“great” dailies and who prefer to pay 
their money for a pint of cream rather 
than a gallon of sideoied skim milk. 
The Pathfinder is one of the homeliest 
papers that have ever made a success. 
These folks take it because it is chock 
full of information about the _ real 
progress of the day, put in a meaty and 
solid and yet fresh and interesting form 
never before attempted by any news- 
paper. They read every line, including 
the advertisements. The advertise- 
ments are all decent and there are 
comparatively few of them. Whoever 
reads the Pathfinder has got to read 
the ads, and he can’t help himself. 

The Pathfinder is one of the excep- 


tional four or five papers PrRINnTEkS’ 
Ink has sometimes spoken of that pay 
a profit on subscriptions alone. It does 


not have to sell its soul for the sake 
of advertising; its paper bills are al- 
ready taken care of. It is in a class 
by itself and it yields results to adver- 
tisers that are unique. We have in our 
office 1,352 letters that were received 
with money in them in answer to a 
small ad_ in the Pathfinder costing 
$21.10. We just have a bill at $2 an 



























inch for a very attractive ad we recent- 
ly put in one of your best dailies, with 
a very pretty “circulation,” and we are 
still waiting for the first response from 
it. Comparisons of this kind are cer- 
tainly ‘‘odorous.” 

For several years we have made the 
offer that we will use space ourselves 
and pay cash for it wherever we can buy 
it of equal value, at the price we charge 
for Pathfinder space. We use consider- 
able space in the Pathfinder for our own 
advertising, and we find it pays us as 
much as we charge for it; hence we have 
never been so anxious for outside adver- 
tising as about 15,000 other periodicals 
in this countr It always makes us 
laugh leteouelly to hear newspapers 
bragging about what their space is worth, 
when they will use none of it themselves. 
We believe in advertising, and we take 
our own medicine and find it good. 

We have to-day about 23,000 subscrip- 
tions, but our total issue for 1899 aver- 
aged about 27,000, including samples, ex- 
changes, etc. We make no mystery of 
our circulation; make no brags about it; 
tell no lies about it, but always report it 
to Rowell just as it is, without any quib- 
bling. This is because we set little store 
on quantity of circulation, and depend 
nearly altogether on advertisers testing 
our columns for themselves, at low cost, 
and seeing just what we can do. 

Our rate is ten cents an agate line. 

Please send the sugar bowl as soon as 
possible, sending by express to Langdon 
station, District of Columbia. Our post- 
office is Pathfinder—the only office of 
that name in the universe so far as we 
know. Yours truly, 

Tue PaTHFINDER Pus. Co., 
Geo. D. Mitchell, Treas. 


The Third Sugar Bowl is in- 
tended for daily newspapers only. 
Perhaps that fact has not been 
made sufficiently clear heretofore. 
To make it conspicuous, PRINTERS’ 
INK prints the foregoing letter. 
The letter does not belong here, 
but is printed to emphasize and 
make salient the fact that it does 








not. Only dailies are eligible. 
stil 
A CURIOUS AD. 
Here is a reading notice” clipped 
from a Hagerstown, Md., paper. It is 


original in its way: 





REMEMBER YOUR FRIEND. 
Ladies and gentlemen of Hagerstown 
and surrounding country, brothers and 
sisters, please take your best friend’s 
advice and don’t purchase shoes until 
the grand opening day of the Poor 
Man’s Friend Boot and Shoe Store. The 
best quality of shoes and the latest new 
styles, will be sold at the new store at 
cut prices. Everybody’ will be able to 
wear good shoes for little cost. Re- 
member, friends of Hagerstown, we are 
in a free country and can all be happy. 
Watch the opening day announcement, 
and I will make Bt all happy, from 


little to big. our friend, 
M. P. Gorpman. 
The liberal German Jew, McKee 


Building next to Market F ouse. 
—Boot & Shoe Recorder. 
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STATISTICS ON EXPOSITIONS 
According to statistics compiled by 
the Ratsway Journal, tht second Lon- 
don Exhibition cost $2,150,000; ex- 
penses were covered; had 6 211,103 visi- 
tors; 28,653 exhibitors. aris, 1867, 
total cost, $4,688,705; receipts, $5,251,- 
61, leaving a clear profit of $562,654; 
ighest number present on one day, 
173,923. London, 1871, 1,142,000; re- 
ceipts about covered costs; 33 foreign 
countries represented. Vienna, 1873, 
7,254,687 visitors; 42,584 exhibitors; re- 
ceipts, 1,032,385; total cost, $12,000,- 
000, a loss to the Austrian Government 
of ‘$0, 000,000. The lack of patronage 
was due to a sickly season preceding 
the Exposition, a nancial crisis pre- 
vailing and exorbitant prices for liv- 
ing charged by the people of Vienna. 
The Centennial, at Philadelphia, 1876, 
$0 ,864 exhibitors, 8,175 from the United 
tates, Spain and her colonies leadin 
with 3,822; 9,910,996 people ee 
through the gates, of ekeas 8,004,274 
paid admission fee. Pennsylvania Day 
274,909 visited the grounds. Paris, 
1878, cost $2,530,595; visitors, 16,000,- 
000; a _ small margin was realized. 
Paris, 1899, expenses, 41,500,000 francs; 
receipts, 49,500,000; profit of 8,000,000 
francs, or about $1,800,000. Atlanta 
(Ga) Exposition in 1896 brought there 
1,786,714 visitors; cost, $417,005.86, and 
——s a net profit a $109,132. 70. 
he total expenditures of the Chicago 
Fair were $26,228,000, of which $10,- 
000,000 was spent in preparing the site, 
$8,000,000 on building, and about $2,- 
000,000 was used up to begin with in 
the campaign to secure the location of 
the fair in Chicago. The number of 
people paying admission was 27,529,000, 
and the total receipts were $28,1 1,000. 
The stockholders of the Omaha 
tion, in 1898, realized a 
investment to the extent o 
20 per cent.—Buyer and Dry 
——- ++ - 


“xposi- 
rofit on the 
about 15 or 
Goods 


ILLUSTRATED TESTIMONIAL, 





DEAR SIR—I HAVE SUFFERED FOR SOME 
TIME WITH NEAR-SIGHTEDNESS, A FRIEND 
RECOMMENDED YOUR ROCK AND RYE, TWO 
BOTTLES HAVE ENABLED ME TO SEE THINGS, 





INDIANA DAILIES. 


In the December issue of the 
American Newspaper Directory for 
1899 only two daily newspapers in 
Indiana, outside of Indianapolis, 
get credit for average issues of 
more than four thousand copies 
and both of these are published in 
Terre Haute. At the State Capital 
there are four others. 

The Indianapolis News is given 
a continuous record of actual cir- 
culation ratings year by year, based 
upon detailed statements on file in 
the Directory office. The latest 
shows actual average daily sales of 
42,103 copies for the year ending 
with June, 1899. The News has 
long been the best paper and had 
by far the largest circulation of any 
daily in the State. As a further 
honorable distinction it is placed in 
that very small list of choice medi- 
ums designated by the bulls eyeO* 
indicating that advertisers value the 
paper “more for the class and 
quality of its circulation than from 
the mere number of copies print- 
ed.” If Printers’ INK were to at- 
tempt naming the half dozen 
American daily papers that for a 
quarter of a century have been con- 
ducted in a manner most likely to 
be satisfactory to their readers and 
advertisers and to reflect credit 
upon the journalism of America 
and this century, the News would 
not only have a place upon the list 
but the Little Schoolmaster would 
be puzzled to decide which paper, 
if any, should be, accorded a po- 
sition nearer the top. Too much 
credit for this condition of affairs 
cannot be accorded to Mr. Holli- 
day, its founder, and Major 
Richards, its business manager, 
both of whom are at the present 
time conducting or establishing a 
rival paper. What their success 
will be is a matter that will be 

watched with exceeding interest. 
What Major Richards’ views are 
concerning the rights of advertisers 
and the duties of publishers, to- 

* This mark, familiarly known as the 
bulls eye ( ), is used in the American 
Newspaper Directory to indicate that 
advertisers value the paper so desig- 
nated more for the ciass and quality of 
its circulation than for the mere num- 


ber of copies printed. From Webster's 
Dictionary one may learn that among 


the old alchemists gold was symbolically 
represented by the sign (©) 
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gether with a summary of the re- 
sults of a consistent carrying out 


of the policy outlined, are all 
tersely stated in an advertisement 
of the News prepared by the 
Major’s own hand and expressed 
in his customary terse and lucid 
English: 

From our first issue, thirty years ago, 
monthly statements of circulation (act- 
ual sales) have been made and sworn 
to. The right of the advertiser to know 
the measure of his purchase is axiomatic. 
We believe that our policy in this mat- 
ter, taken in connection with our re- 
fusal of fake methods to boost circula- 
tion, has contributed to the distinction 
enjoyed by this paper of having a larger 
bona fide circulation proportioned to 
population than any other American 
daily; also having a greater preponder- 
ance of circulation over other papers 
in its field than any other daily. 

The News has for years carried, at 
least, twice as much local advertising as 
all its contemporaries combined. It is 
evident that the local merchants would 


not continue to use the News almost 
exclusively, year after year, unless their 
advertising. was profitable. All of the 


merchants in Indianapolis know that the 


News goes into every home and conse- 
quently pays. Considering circulation, 
standing, etc., it offers the greatest 


publicity at the lowest cost of any paper 
published in the entire West. 

The Indianapolis Journal was es- 
tablished as a weekly in 1818, as a 
daily in 1823. So far back as the 
present Directory reports this daily 
has not failed to furnish regular 
circulation statements in detail and 
be rated in exact figures. The cir- 
culation of 13,526 in 1896 increased 
to 14,613 in 1898. In _ point of 
issue it is next to the News, and 
like the News, is properly credited 
with that enviable sign “the bulls 
eye.” 

Reports from and concerning 
both Sun and Sentinel lead Print- 
ERS’ INK into much doubt and 
skepticism. The Sun in 1895 was 
accorded rating in excess of 
1.000; in 1896.an actual average 
statement for the year proved an 
issue of 12,202, in 1897 information 
was withheld, in 1898 there was 
credit for a probable 7,500 or more 
and in 1899 the story of two pre- 
ceding years was repeated. What- 
ever the Sun’s issue may be it is 
evident its publishers are not brag- 


ging about it just now. The Sen- 
tinel for 1894 reported its smallest 
issue to have been 20000. This 


statement was found to be untrue. 
Since then no definite intelligence 
has been furnished by the pub- 
lishers. Its estimated rating has 











been put at exceeding 4,000 in 1898, 
with no apparent effort on the part 
of its publishers to establish a claim 
for a larger output. 

In Terre Haute the Evening Ga- 
sette presents a record of increase 
—from 3,816 in 1895 to 5,III in 
1898. It is closely followed by the 
Tribune, which from an issue of 
1,650 in 1895 has advanced to an 
actual average for year ending with 
March, 1899, of 4,683. 

It is noticeable that the Directory 
mentions no daily with so much as 
4.000 actual circulation in either 
Evansville or Fort Wayne—both 
somewhat prominent cities of over 
50,000 population. Further investi- 
gation shows, however, that in 1896 
the Evansville Courier reported ex- 
ceeding 7,700 and the News, in 
1895, asserted an edition of not 
less than 4,600, while in Fort 
Wayne the Sentinel proved in 1895 
an actual average of 4,275 and in 
1896, 4.446. In 1897 the Couricr’s 
rating, based upon an unsatisfac- 
tory report, was reduced to exceed- 
ing 4,000. This was repeated in 
1898 and in 1899 for similar rea- 
sons reduced to exceeding 2,250. 
BS News was likewise reduced in 

899 to exceeding 2,250. Since 
1806 information has_ been studi- 
ously withheld by the Fort Wayne 
Sentinel. The Directory editor’s 
summaries and conclusions are ar- 
rived at after careful study in each 
individual case and are probably 
more nearly correct than the some- 
times voluntary assertions of pub- 
lishers often based upon an inflated 
issue brought about by some tem- 
porary demand. If the general 
field appears somewhat barren of 
desirable local dailies, the adver- 
tiser should remember that the en- 
tire State may be fairly well cover- 
ed from Indianapolis. 


BUT JUST ENOUGH. 
Relieve in yourself not too little or 
too much.—Keystone. 
oo 
was a time when the 
of newspapers as advertising 
mediums was so apparent as it is at the 
present day. Advertisers are using 
them to a greater extent than ever be- 
fore. Within the last few months busi- 
ness that once appeared exclusively in 
the magazines has begun to appear in 
the daily press also, while the trend of 


THERE never 
strength 


events seems to be toward including the 
latter in every advertising campaign of 
any pretensions whatever.—Indianapolis 
(Ind.) Sentinel. 
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ILLINOIS DAILIES. 





In the December issue of the 
American Newspaper Directory for 
1899, ten daily papers in Chicago 
get credit for actual average issues 


of more than twenty thousand 
copies. They are: Abendpost, 
Chronicle, Democrat, Drovers’ 
Journal, Inter-Ocean, Journal, 


News, Record, Times-Heratd, 
Tribune. 

In attempting a review of the 
Chicago dailies, based upon the Di- 
rectory ratings, it should be noted 
at the outset that Chicago publish- 
ers, as a rule, successfully evade 
conveying definite information con- 
cerning number of copies issued. 
Considering the obstacles in his 
way, however, the Directory editor 
may have arrived at conclusions 
as nearly correct as anybody will 
be likely to reach. A notable ex- 
ception to what may be called “the 
Chicago idea of concealment” is 
the evening News and morning 
Record, published by Mr. Victor F. 
Lawson. : From Mr. Lawson 


there has never failed to come 
in due season a_ statement in 
detail, showing actual average 
issues during the past twelve 


months, always made out in a man- 
ner so clear and comprehensive 
that no one was ever known to 
doubt its accuracy. A man who 
did not like all of Mr. Lawson’s 
methods was once criticising him 
rather severely and was thereupon 
asked: “Do you think he lies 
about his circulation?” The an- 
swer was: “I think that is almost 
the only thing he tells the truth 
about.” Some idea of the good 
effect of the course so long pur- 
sued by Mr. Lawson may be gain- 
ed from the one ae 3 fact that 
during the month of } November, 

1899, no other paper in the world 
carried so much advertising as the 
daily News, and this too in the face 
of the still more remarkable fact 
that no advertiser has ever bought 
a special position in that paper or 
obtained a price for advertising dif- 
ferent from the schedule set down 

in the card rate. Early in the 
year 1809 an advertiser who had 
purchased $25, 000 worth of space 
in Mr. Lawson’s two papers pub- 
licly offered a reward of $1,000 to 
anybody who would indicate to 
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him how he might, for double the 
money, obtain an _ equal service 
within a radius of a thousand 
miles of Chicago. The only re- 
sponses he received were repeated 
assurance that the thing could not 
be done. It is more than possible 
that the very large circulations re- 
ported by Mr. Lawson have tend- 
ed to stimulate secretiveness on the 
part of other Chicago publishers 
whose most favorable showing 
would result in figures so much 
smaller. The evening News not 
only stands first in circulation but 
its issues have shown a constant 
increase for many years. The 
actual average during 1808 was 
275,514, the highest yet accorded 
by the Directory to any daily in 
North America. The New York 
World and Journal claim greater 
issues but no man has ever yet 
learned just what circulation they 
have in fact attained. The morn- 
ing Record is second to the News 
and also furnishes, with equal regu- 
larity, carefully prepared state- 
ments in detail, which show an in- 
crease of from 119,936 in 1894 to 
220,096 in 1808. 

The Chicago Tribune is doubt- 
less correctly rated, with an esti- 
mated average issue of over 75,000 
copies. It is generally thought to 
sell a third more copies on Satur- 
day than on any other day. There 
has been no change in its Directory 
rating for many years. The Trib- 
une is so good a paper and occu- 
pies such an enviable position in 
most essentials, it would be a 
pleasure to learn how much, if any, 
its actual daily output exceeds the 
minimum of the Directory esti- 
mate. It is classed among the few 
choice dailies further indicated by 
the “bulls eye” (@®).* The Chi- 
cago Tribune would be the favor- 
ite medium with many advertisers, 
even if its total issue were not one- 
quarter what it is to-day. Many 
Americans assert that it is, and has 
for many years been, the best daily 
newspaper in the world. 


* This mark, familiarly known as the 
tulls eye (©), is used in the American 
Newspaper Directory to indicate that 
advertisers value the paper so desig- 
nated more for the class and quality of 
its circulation than for the mere num- 
ber of copies printed. From Webster’s 
Dictionary one may learn that among 
the old alchemists gold was symbolically 
represented by the sign (©). 





To the Chronicle, Journal and 
Times-Herald is given the same 
letter rating in the Directory. It 
is ‘‘B,” which is explained to mean 
exceeding 40,000. The Chronicle 
has been rated in the same way 
since 1896, and the Directory man 
has not once been favored with any 
details or facts to warrant a higher 
rating. All he can learn is, that 
at the office they won't tell, and 
elsewhere, that they “don’t think 
they print so many as they say 
they do.” It may be taken as an 
axiom by users of the Directory 
that every paper rated by a letter 
instead of plain figures is more 
anxious to conceal its circulation 
than to have the facts known con- 
cerning it. 

The Journal was rated as at 
present in 1895 and 1896. In 1897 
for once an actual average was 
shown. It then re “ached 104,174 
copies, but in 1898 “information 
was withheld” and the previous 
estimate of the Directory editor— 
exceeding 40,000 average output— 
appears to satisfy the publishers. 

The Times-Herald’s estimated 
issue from 1893 to 1896, inclusive, 
Was exceeding 75,000; in 1897 and 
1808 the rating dropped to exceed- 
ing 40,000, with the qualification 
of information withheld, and so it 
still appears. The Drovers’ Jour- 
nal comes next with a detailed 
statement of 37,149 in 1898. The 
Abendpost, Democrat and Inter- 
Ocean close the list of ten. The is- 
sues of each are estimated toexceed 
20,000. The Abendpost in 1896 as- 
serted that its smallest edition for 
the year had been 36,000, but the 
reports made during the following 
year were not sufficient to secure 
for it the same rating in 1897 or 
for any year since then. German 
dailies in the United States are less 
prosperous than formerly. The 
Democrat, from 1895 to 1897 was 
estimated at exceeding 40,000. In 
1898 nothing was learned to war- 
rant so high a rating and for 1899 
nothing whatever was learned, and 
the estimate of the Directory, ex- 
ceeding 20,000, remains unquestion- 
ed. The Jnter-Ocean was rated as 
exceeding 40,000 from 1892 to 1895. 
Its estimated circulation for 1898 
was put at exceeding 20,000 and 
during 1899 it would appear that 
there was the usual failure to 
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report its actual output. It may be 
that in the case of the Jnter-Ocean 
the Directory is a good deal behind 
the times, for it has become a sen- 
sational paper and must have more 
readers than formerly. 

The total issue of all dailies pub- 
lished in Chicago, as shown by the 
)-rectory, appears to be not far 
from a million copies. It seems 
probable that the News and Record 
together print more than all the 
other dailies combined. When Mr. 
Hlearst, of the New York Journal, 
gets his Chicago establishment 
under way it will be interesting to 
note whether Mr. Lawson will 
continue to publish circulation 
facts. Printers’ INK predicts that 
he will and will continue to find 
an advantage in so doing. It will 
be a proud day for Mr. Hearst, if 
it ever arrives, when he sees his 
way clear to do the same. 

In Illinois, outside of Chicago, 
nine daily papers get credit for 
actual average issues of more than 
four thousand. They are: Aurora 

cws, Daeg + Pantagraph, 
Joliet News, Republican, National 
Stock Yards Live Stock Reporter, 
Peoria Evening Star and Journal, 
Quincy Journal and Springfield Ill- 
inois State Register. It is gratifying 
tonote that the circulation accorded 
to eight of these nine dailies is 
taken from detailed statements 
made by their publishers now on 
file in the Directory office and may 
consequently be relied upon as cor- 
rect. The Aurora News reported 
3.000 in 1894 and 1895 and 4,099 in 
1898. The Bloomington Panta- 
graph from an actual average of 
5.601 in 1895, reached 6,662 in 
1898. The Soliet News from 5,419 
in 1894, rose to 5,880 in 1899. The 
Republican, during the first half of 
1897, averaged 1682 and in the 
following year, 1898, its average 
was 5,698. The National Stock 
Yards Reporter is devoted to live 
stock and has increased from 4,325 
in 1896 to 5,085 in 18608. The 
Peoria Evening Star, from an esti- 
mate of exceeding 4,000 in 1897, 
passed to an actual average of 

223 in 18908. The Peoria Journal 
is the one out of the nine daily 
papers, in Illinois, outside of Chi- 
cago, that has persistently withheld 
information concerning its circu- 
lation from the Directory. It has 
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been rated as exceeding an issue 
of 4,000 in 1898, but circumstances 
indicate that this is a liberal esti- 
mate. The Quincy Journal ap- 
pears as exceeding 4,000 in 1895 
and 1896; in 1897 there was no 
rating because of information be- 
ing withheld, but in 1898 the actual 
average is reported to have been 
9,308. The Springfield Jilinois 
State Register, although reticent 
as to its circulation, from 1891 to 
1896, inclusive, has since made the 
assertion that its daily output in 
1897 exceeded 4,000; was not less 
than 4,200 in 1898, nor less 
than 4,300 in 1899. The Register 
is the only paper in Springfield 
that lets its circulation be known 
and seems to have by far the larg- 
est issue in that city. 





To get a real good cup of 
coffee you'll have to start 
back of the actual mak- 
ing ; you'll have to look to 
the roasting and the grind- 
ing. It isn’t reasonable 
to expect the best flavor 
from roasted coffee that's 
stood in the grocer’s bin 
for weeks, absorbing the 
noxious odors common to 
grocery stores. It's sure 
to be impaired In Ar- 
BUCKLES’ COFFEE you 
have a coffee that's sci- 
entifically roasted, de- 
livered to you with all the 
pores of the 7 her- 
metically sealed You' 

sure of a good cup of cof- 
fee because all the coffee 
flavor and aroma are ke 

intact until you want it. 
And the price? . 














































has long been famous as the 
most economical coffee in the 
world It's a good, honest, de- 
licious coffee at an honest price 
Millions of pounds sold every 
year. Millions of tables sup- 
plied with no coffee but 
ARBUCKLES Examine the 
list of articles in each package, | 
a definite part of which you 
become entitled to with each 
purchase 


(ARBUCKLE GROS., 
Motion Dept., 
York City, #.Y. 





PRETTY. 
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RELIEVES IT INFALLIBLE. 

When selecting daily and Sunday 
papers to advertise in, follow these in- 
structions: If you desire to reach the 
ma obtain a copy of each paper in 
the cities you intend to advertise in. 
Glance through their classified columns. 
The paper carrying the largest amount 
of this business is the favorite medium 
of the and to reach 


sses, 








masses, them you 
must use it. As _ protection against 
any deception, as some dailies pad 
their classified ads, look carefully over 


the local dry goods advertising. If 
that paper carries also the major por- 
tion of this business, you can make no 
mistake in selecting it. Dry goods 
merchants as a rule are quick to find out 
the best papers in their respective cities 
for their advertising. They may_ use 
space in other papers but the bulk of 
their advertising and the largest copy 
is always found in the best paper. If 
you wish to reach the wealthy classes, 
the mediums that reach the masses are 
not the mediums. By looking through 
the financial page where stocks, bonds 
and banks advertise, the paper that car- 
ries the volume of this business is the 
paper for you. n selecting dailies and 
Sunday papers this. is an _ infallible 
method. No arguments should change 
your decision when once formed by this 
method.—Mail Order Journal. 


THE TEL EP HONE. 

The merchant located in a city with a 
prosperous telephone system has an op- 
ortunity for effective advertising which 
he seldoms uses to advantage. If a 
grocer, for instance, should call up his 
customer by phone, and say, “We have 
some extra fine fruits to-day; they are 
really above the average. We thought 
to sell all out at —c, but we can pone 
them to you for —c.; they are the best, 
you may be sure.” be chances to one 
that person would be glad of the chance 
at that fruit, thinking of course, it 
would be a bargain. 

Surely the telephone could be made 
more valuable than it now is as a busi- 
ness getter. Like other advertising, 
though, misrepresentation would ruin 
it, and, if overworked, it might be a 
nuisance.—Advertising World. 


ARRANGED BY STATES. 


Advertisements s under this head 50 cents a line 
each time. By the year $26aline. No display 
other than 2-line initial letter. Must be handed 
in one week in advance 














| CANADA. 


| ( VANADIAN ADVERTISING is be Renew ior 
| E. DESBARATS ADVERTISING AGENCY 
Montreal. 


__CLASS PAPERS. 


ADVERTISING. 


YRINTERS’ INK, published weekly by Geo P. 
Rowell & Co., was the first of the now nu 
merous class of journals devoted to advertising. 
It likes to call itself The Little Schoolmaster in 
the Art of Advertising. Since its establishment’ 
in 1888 it has had nearly two hundred imitators. 
PRINTERS’ INK aims to teach good advertising 
by publishing good advertising methods, giving 
examples of good and bad advertising and tell- 
ing way. it also considers the 1e of news- 
papers as advertising mediums. s columns ¢ 
wide open for the discussion of any topic interest 
ing to advertisers. Every advertising man who 
is known at all has contributed to its columns 
PRINTERS’ INK’S way of teaching is by exciting 
thought and discussion, expressing occasionally 
an opinion in favor of one plan and c pposing an 
other, but making no «€ ffort to be consistent, ad 
vocating to day to-day’s opinions and abandon 
ing yesterday's theories to the dead past. Aver 
age circulation during 1898, 23,171. S$ ‘ipti 
pr ody = yer E we rtis sing rates c 
cer 1e display 60 cents & line. 
Sadren ss P RINTE RS" INK, 10 Spruce St., N. Y. 


RELIGIOUS, 


BAPTIST. 


[THe GEORGIA BAPTIST, Augusta, Ga., is read 

by more than 5,000 progressive negro preach 
ers and teachers in Georgia, South Carolina, Ala 
bama and Florida. Cire’n for 1899, 6,275 weekly. 
























‘Displayed Advertisements. 





50 cents a line; $100 a page; 25 per cent 
extra for specified position—if granted, 
Must be handed in one week in advance, 


The Day, New London, 
Conn., gives 21,000 
daily readers, where 
only half that number 
can be reached by us- 
ing all other New Lon- 
don papers combined. 

















CONNECTICUT. 


HE DAY, New London, has the thorough con- 
fidence of its constituency. Selling about 

4,300 papers each evening, it is the popular paper 

with over 21,000 readers. Send forcopy and rates, 


GEORGIA. 


Qout HERN FARMER, Athens, Ga. Leading 
& Southern agricultural publication. Thrifty 
people read it ; 23,000 monthly. Covers — and 
Southwest. — Adv: ertising rates ve ry lo 


MAINE. 


Pabed costs the COURTER-GA AZETTE, Rockland, 

Me. (twice a week), $182 a ur. One good 
contract new business would make the ada payer. 
Our rates are so fair, circulation so large—per- 
haps it wil] come. 














- | time. 





FOR SALE AT ‘AUCTION. FEB’Y 20, 1900. 


FIVE THORNE 
TYPESETTING 
MACHINES 


These machines are in perfect condi- 
tion. Four 10 point and one 11 point. 
Will sell one or more or all. Will also 
sell the type, which is in fair condition, 
for 10c. per lb. No reasonable offer re- 
fused, as the machines were taken for a 

bad debt and must be turned into cash 
|}at once. This is the chance of a _life- 
Address “‘C, C.,” 441 Pearl St., 
| New York, 
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WANTED.--Case of bad health that 


PRINTERS’ INK. 








R'I'P’A‘N'S will not benefit. Send 5 cents 
to Ripans Chemical Co., New York, for 10 
samples and 1,000 testimonials. 


The Arizona 
Republican 


PUBLISHED EVERY 
MORNING IN THE YEAR AT 
PHENIX, ARIZONA. 








exclusive Associated Press 
Dispatches. Only perfect- 
ing press in Arizona. Three 
Mergenthaler machines. 
Circulation exceeds the com- 
bined circulation of all other 
daily newspapers in Arizona 





For RATES ADDRESS 
CHARLES C. RANDOLPH, 
Publisher, 

OR 
H. D. LA COSTE, 

38 Park Row, New York. 





SELF CULTURE 
MAGAZINE 


Mr. O. H. Wernickhe’s Experience, 
in “ Printers’ Ink,’ August 2, 1899. 


Mr. Frank 
M. Tenny publishes 
an interview with Mr. O. H. 
Wernicke, manager of the Wernicke 
Co. of Elastic Bookcase Fame. After 
iving many bright ideas about advertising, 
fr. Wernicke, in answer to Mr. 
Tenny’s question as to how he rates 
the various magazines, says that 
“after the ‘Review of Reviews,’ 
Sete CutturE MAGAZINE 
is the next best invest- 
ment for us.” 





Serr Curture MaGazine has the 
largest circulation of any purely literary 
monthly published west of Philadelphia. 

Sample copies sent for the asking. 
Rates of any agency or 


SELF CULTURE MAGAZINE, 
Akron, Ohio. 




















a By Jumps 


head of the procession in the New 
penny paper in the city, the only 
home paper, because it is the only 
prints all the local news every day. 
| prosperous city of 75,000 people, 
proposition we know of, especially f 


TRENTON TIMES, 





and Bounds 


the TRENTON TIMES has attained its present place at the 





Jersey capital. It is the only 
afternoon paper and the only 
paper Trenton ever had which 
It goes into the homes in this 
and is the best advertising 
or the price. 


Trenton, N. J. 




















RECTORY. 
quarterly issue ; 1408 pages. 
carriage paid, on receipt of price. 
Publishers, No. 10 Spruce St., New 


QO a ol 


‘Labeee lterenntion ! 
CONCERNING NEWSPAPER CIRCULATIONS. ‘ 


INVALUABLE for advertisers. 
Publisned December 1, 1899. 


AMERICAN NEWSPAPER DI- 
31st year; 4th 
Price five dollars. Delivered, 
GEO. P. ROWELL & CO., 
a 
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Che Pawtucket (R.1.) Evening Cribune 


: oes into the homes of the wage-earners of the Blackstone Valley (a 
ive of industry with 100,000 popuiation and 60 varied lines of manu- 
facturing), who carefully scan its advertising columns, because they 
buy the closest. 

. J The only Democratic daily in its territory, The Tribune is 
= steadily growing in circulation, prestige, influence and popularity. 
The leading local and general advertisers are constantly represented 

= in its columns. Write for rates. 

: 


THE TRIBUNE PUBLISHING CO., - ~- Pawtucket, R. I. 


J. W. BucKMAsTER, Advertising Manager. 





TAA 
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The Evening Journal 


OF JERSEY CITY. N. J.. | 


Goes into over thirteen thousand families in Jersey City and is a 
guest in over eighty per cent of the English speaking households 
in the city. 


DAILY CIRCULATION IN 1899, 1 4,48 6 


COOTER 
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They Are All Good 


The Dr. David Kennedy Corporation, Ron- 
dout, N. Y., writes: 

Ronvout, N. Y., Sept. 12, 1899. 
Mr. Wn. Jounston, New York City: 

Dear Sir—The advertisements you send us 
are all good. We have been in the advertisin 
business for a good many years and have pai 
thousands of dollars to newspapers for publish- 
ing our advertisements, and it certainly would 
seem that we ought to be able to select one of 
the three ads as the best. After looking over 
them it isa hard matter todoso. If you will 
have an electro made of each one and send us 
the same with bill you will oblige. 

Very truly yours,. 
Dr. Davip Kennepy CorPORATION. 
jAugustus C. Knite, President. 




































I write, design and print advertisements and booklets of every 
description. No one has better facilities for turning out the complete 
job. I would be pleased to receive a trial order. Send for booklet. 






/Address WM. JOHNSTON, 
Manager Printers’ Ink Press, 10 Spruce St., New York. 

















PRINTERS’ INK. 





47 


OQOOODODOOOOOCOOOOOOOOCOOOOOOOOOOCOOOOOOOOCOO00NNC0O 


> The Parisian 


The Only Publication in America which makes a permanent 
feature of exploiting and illustrating everything pertaining to 


> THE PARIS EXPOSITION 


> 
4 
) 
) 
> 
) 
O 


UNDER THE AUSPICES OF 


‘THE PARIS EXPOSITION COMMISSION 


On all news-stands. Price 15 cents. Published at 853 Carnegie Hail, New York. 


OODOOOOOOOOOOOOOOOOOOOOOOOOOONOOOOOOSOOOO000C 
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VY 





The Practical Dairyman 


with over 20,000 circulation among the creameries, factories, 
dairymen and farmers of Indiana, Ohio, Michigan, Illinois, Wis- 
consin, Iowa, Minnesota and Canada, offers advertisers the best 


facilities for reaching these classes, which are composed of ready 

and liberal buyers. The publication is the leading dairy paper 

of the country and is steadily gaining in popularity. Circulation 

guaranteed. Rates low. Sample wiil be sent free on application. 
E. CHUBB FULLER, Publisher, INDIANAPOLIS, IND. 

















Write 
fora 


You can put an <,., 


of 


advertising = ss" 


magazine 


° of 
Cam al Nl California 
and The West. 


The Land 


over California «...: 


Publishing 


a whole yCal an Cal. 


or 


for ‘240 — 


13 Park Row, 
New York. 
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CHARLES F. KINGSLEY, CHARLES H. WEBSTER, 
PRESIDENT. VICE-PRESIDENT. 





THE BUFFALO REVIEW 


CAXTON BUILDING, 
45 NorTH DIVISION STREET. 


BuFFALO, N. Y., January 22, 1900. 


GENTLEMEN : 


We have appointed Mr. W. E. Scott, 150 Nassau 
Street, New York, as Manager of the Foreign Adver- 
tising Department of THE BUFFALO REVIEW. 

Mr. Scott will have entire charge of making of 
contracts for us. 

We take this opportunity to say that THE 
BUFFALO REVIEW was established in 1883, and 
up to two years ago was published as a financial 
paper, at which time it was made a newspaper, and 
since then it has been issued as a two-cent morning 
paper, with full local and telegraph service, and 
now has a carrier circulation of 9,500 daily, guar- 
anteed. 

Having something substantial to offer in the 
way of circulation, we now feel justified in asking 
for a share of your advertising patronage. THE 
REVIEW is fully equipped with typesetting ma- 
chines and fast presses, in fact has every facility for 
giving its readers a newspaper second to none. We 
propose to make THE REVIEW the most widely 
read two-cent paper in Buffalo; it already leads in 
the matter of quality. It is the official paper of the 
city of Buffalo and of the county of Erie, and is 
growing in popularity every day. We trust we 
may be favored with your order. 


Yours truly, 


THE BUFFALO REVIEW COMPANY. 
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P of IPriee 


My news ink trade is gradually growing less each 
year, not through any fault of the quality but because 
my competitors are selling at a lower price, and giv- 
ing credit to every Tom, Dick and Harry, regardless 
of their responsibility. In January, 1895, I received 
310 orders for news ink and 555 orders for job inks, 
while in January, 1900, my news ink orders dropped 
down to 86, but my job ink orders jumped up to 
966. The manufacturers who have no reputation 
and no sales for fine grades of inks are welcome to 
the 2% cent news ink trade, but none of it for me. 
] will lose every customer rather than lower my price 
or offer inferior goods. 1,052 orders in one month, 
covering an area from Maine to California, secured 
without the atid of salesmen, and every one accom- 
panied by the cash, is a trade which is far more pref- 
erable than a credit business three times as large. 
My total bad debts in six years have only amounted 
to $50, while some ink houses average that amount 
for every week they have been in business. When 
my customers find my goods not as represented | 
cheerfully refund the money and pay all freight or 
express charges. 

































r ADDRESS 


PRINTERS INK JONSON, 
13 Spruce St., New York. 


SEND FOR MY PRICE LIST OF JOB INKS. 
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A Proposition 














Semi sWeekly 
AMERIKA 


Has a Circulation of 40,000 





Seventy-five per cent of these are farmers and 
the remaining 25 percent reside in cities. The 
paper is found in every hamlet of the United 
States wherever any number of Bchemians are 
inhabited. They are industrious and econo- 
mizing and most of them well-to-do. 


Our rate is $2.00 an inch, 





but will give such advertisers who have not 
tested the merits of this publication a very low 
rate for a limited amount of space. 

If you wish to take advantage of this prop- 
osition, write promptly to 





THE STEVE W. FLOYD SPECIAL AGENCY, 


1318 American Tract Society Bldg., New York City, or 


M. Geringer, Mgr. The Amerikan, Chicago, Iii. 
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No ‘‘ objectionable ads” carried, 
} 











HE DECORAH POSTEN is a 
T Norwegian Semi-Weekly. It is 


twenty-five years old and it has the 


LARGEST CIRCULA- 
TION ON EARTH = 


among the Scandinavian publications. 


There is no more thrifty, comfortable, 
prosperous people in all the world than 
the Norwegian farmers of America and the 


DECORAH 
POSTEN 


is their home paper. The bona fide cir- 
culation of the PostEN exceeds Thirty- 
Seven Thousand copies per issue. 


We will pay one thousand dollars in 
cash to any one of our advertisers if we 
cannot at his request prove that our 
circulation claims are true. 


B. ANUNDSEN, Pub., 


DECORAH, IOWA, 
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THE NAIL: 














“ For want of a nail the shoe was lost. 
For want of a shoe the horse was lost.” 


F your advertising is not pulling 

as you think it ought to —if 
your goods are not moving fast 
enough to please you — come in 
and have a talk with us, cr let us 
go in and have a talk with you, 
and we may be able to stir things 
up to your satisfaction. 











WRITTEN BY E. D. GIBBS. 
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THE HORSE: 





Geo. Kissam €&3 Co. 


253 broadway, N. Yr. 


Sellers of space in the best adver- 
tising mediums on earth — the 


STREET 
CARS. 
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An Advertiser has 
Something to Se//... 


In advertising he does not care what the 
medium is so that it brings him buyers. 
Most advertisers wish to reach the home 
where all the members of the family are likely 
to see the advertisement. It is conceded that 
‘the German newspaper is read in the home 
more generally and more thoroughly than 
any other paper, hence it must have first 
place as an advertising medium among the 
German people. The German is strong in 
his likes, he likes his German paper and he 
has more confidence in what he reads in it 
than if he saw it elsewhere. Once he buys 
your goods and likes them, you can count 
on him as a regular customer. 


The Toledo Express 


is the only daily German paper in North- 
western Ohio and is read in thousands of 
German homes where no English paper is 
ever taken, as they get all the news in it and 
in their own language. There are more than 
50,000 Germans in Toledo and vicinity. Is 
their trade worth having? THE Express is 
the medium by which to reach them. 











W. E. SCOTT 


9 Eastern Advertising Manager. 


























150 Nassau Street, New York. 
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The Excellence 






OF ITS NEWS COLUMNS: 


The Superiority 


OF ITS ADVERTISING RESULTS: 


The High Toned 


CLASS OF ITS READERS, 


help to make it one 


of the leading 


newspapers of America. 


THE 


BROOKLYN 
DAILY 
EAGLE 


THREE 
CENTS. 


DAILY 
AND 
SUNDAY. 
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Regard all other mediums 
in the most favorable light 
possible, and it will still be 
to your best interests to in- 


clude 


THE 
PITTSBURG 

















TIMES 


in your advertising lists for 











the new year. It is the 
pioneer one-cent morning 
newspaper of Pittsburg, and 
has for twelve years been 
the leader in circulation in a 
community embracing three 
million people. 
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Mr. Fred Goldsmith Walker, of 
Salem, Mass., has written a great 
many good ads for a drug store in 
town, some of which have 

reproduced from time to 

this department. Mr. 
writes good ads because 


his 
been 
time in 


Walker 


he doesn’t worry too much about | 


how they are going to sound, but 
gets right down to business and 
tells the things that need telling, 
in a direct and natural way that is 
very convincing. Here are 
samples of his work: 





Look Out 
For Your Scalp. 


Wash it every week with 
Tar Soap and make a daily 
use of Bay Rum, Quinine 
and Cantharides Hair Tonic. 
It will work wonders. Such 
a treatment with such meri- 
torious material will promote 
growth to the hair and put 
a stop to falling out and 
baldness. Like good teeth, 
luxuriant hair excites ad- 
miration. 25c—5o0c per bot- 
tle. 








Our Optical 
Department 


hasn’t 
months, 
earned a 


been 


running many 
but 


already it has 
good reputation 
through the results accom- 
plished. People are realiz- 
ing every day that a visit to 
us means honest advice, in- 
telligent service and a sav- 
, ing of money. You can not 
get a poor fit to glasses be- 
cause we don’t do business 
= way. Our testing is 


| free. 
Think of learning the 
truth about your eyes with- 
| out cost. The plain, simple 
} truth. If your vision is cor- 
rect we congratulate you. 
Existing defects we correct 
| at a_ satisfactory price. 
Come in for an _ eye talk 
when down town. 








three | 





READY-MADE ADVERTISEMENTS. 
Edited by Wolstan Dixey. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars,and any other suggestions for bettering this department. 


ee eeccsoee 


‘The Great 











Liniment. 


It penetrates; it 

rub it in. 

Your back may 
lame, 

Your legs and arms may feel 
the same, 

But there’s a cure 
begin 

To take 
it in. 


heals; 


be a trifle 


if you 


Quit- Pain and rub | 
*rice, 10c and 25¢. 





For a Clothier. 





Here 


Preparatory to 
Inventory. 


Little wonder that there’s 
a stir in our clothing stor 
now. The announcement of 
our pre-inventory selling of 
clothes always carries weight 
with it. Men have learned 
from experience that the ad- 
vertising statements of this 
store are backed up by our 
store transactions. 

Odd sizes, incomplete lines, 
overstock, etc., make up the 
present interesting lots. 

25 to $20 suits for $10. 
$21 to $28 suits for $15. 
There are 250 suits in the 

lot. Over a hundred over- 
coats to sell in the same way. 








’s a Happy Phrase Well 


Employed. 





A GOOD TIME 
ALL — TIME 


Kroher’s Bowling Alleys, 
66 Temple Street. 





Headline That Tells Something. 





A Sleigh for 
Little Money. 


Who can doubt that there 
will be plenty of good sleigh- 
ing this winter. 

We have 73 Sleighs in 
stock and the prices range 
from $3 to $150. 

We don’t want to store a 
single sleigh this spring and 
rather than have any left | 
we will start the price cut- 
ting. right now. 

e can sell 
sleigh for $25 
worth $35. 

Come and see them—you 
won’t kick about the price. | 


you a good | 
that is easily | 


ed 
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Fault of This Ad. 





888 
999 


These two numbers mean 
a good deal to the man who 
uses an axe. When you see 
either of these numbers on 
an axe you can _ buy it 
freely—it’s a guarantee of 
quality—every time. 

We've added these brands 
of axes to our large stock, 
because we think they’re the 
best in the market. These 
axes are handmade. charcoal 
tempered and fully warrant- 
ed. They cost no more than 
the machine —o “run your 
chances kind,’ 

You'll find sr the other 
good, standard makes here, 
Bradley, Rogers, Underhill, 
Bragg, Mountaineer and 
Forest King, at prices from 

6o0c to $1. 








Two Household 
| Helps. 


We're always on the look- 
out for the new things that 
are real time and money sav- 


ers. Most every housekeep- 
er is interested in anything 
that makes easier the labor 


of sweeping a 
mopping a floor. 


carpet, or 


| Champion carpet sweepers, 


“We have had the good fort- 
une to buy a lot of these 
sweepers at less than market 
price and we’re going to give 
you the benefit. They’re the 
product of one of the largest 
sweeper makers in the world. 
They’ve handsomely polished 
hardwood cases, assorted col- 
ors, adjustable bristle brush- 
es and patent dumping pans. 

Eclipse mop wringers, $2. 

This is an article that is 
entirely new, and you who 
have a floor to mop will be 
interested in it. ou can 
wring a mop with the Eclipse 
and not touch it with your 
hands. It’s a_ strong. steel 
frame, fitted with hardwood 
rollers and will hold an or- 
dinary water pail. It’s light 


and convenient to. carry. 
We’re sole agents for the 
Eclipse. 


Ought to Entevest “Housekeepers 





For a Restaurant. 


Your Wife 


ought not to bother about 
reparing your supper when 
both of you can come here 
and enjoy our warm, appe 
t:zing food for go little cost. 
Ever thirk of it? 


a 





Why 


If the Axes Don’t Sell Well It’s No | Sometimes 


a Blind Headline Is 
But Oftener It Isn't. 


' Another Go. 


Got a lot of drummers’ 
sample Hats in stiff and soft 
felts—in every shape and 
color that’s good and proper 
to wear. 

Got reasons, from their 
quality and general reliabil- 
ity, for saying that they are 
worth $1.50 to $2.50 and $3. 


Right, 


Got confidence that you'll 
jump at them at 95¢c. | 
1e € _wise st jump first. | 


Good Talk For a Clothier. 





You Can Havea 


Warm Time 


all winter in one of Leland’s 
Overcoats. ever a_ better 
line of real good ones, never 
a better line of moderate- 
priced ones, never a better 
line o low-priced ones. 
Then there is this certainty: 
If you buy an Overcoat of 
me, you get as good a one 
as the price you pay can 
buy, ool if it don’t prove 
satisfactory in every way you 
get your money back. 

Prices go from ¢s to $25, 
by easy steps, and all the 
grades are complete. 





Leave Prices to be Guessed 





No Need to 
Guess the Time 


if you carry one of Brush’s 
watches. Many people are 
handicapped in their journey 
through this vale of tears 
by carrying any old thing 
for a time piece, and often 
being just too late to “get 
there.”” Some unkindly say 
that they carry the watch 
just to show the chain. Be 
that as it may, we want you 
all to know that nowhere 
else can you find such good 
values in watches of all 
sizes, grades and makes, as 
at | 








A Good Price 


Argument Here. 





Handkerchiefs. 


Use care this 
buying handkerchiefs, for the 
effect of the general rise in 
prices is to lower qualities. 
Low-priced handkerchiefs are 
especially likely to give you 
unpleasant surprises. 

Our prices are not lower 
than those of most stores- 
but youl find the quality 
higher. Compare them. Here 
are ours: 


season in 


——— 


All 






SI ee etd 
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For Boys’ Clothing. 





Suits the roe 


The double- breasted reefer 
short — to let him run 


up to oueteas his ears oom 


chance’ in buying eee 


reduced e $3.50. 


~ reduced “from $4. 00. 









For a Restaurant. 


In The Soup 
We_ serve every 


time there is much of every 
good soup quality 


Vv igorating, 
palatable. 


And soup is only 


| one of the long list of good 
| things that make up our bill 


of fare. 


| The Headline WU “all Catch a See Vic- 


tim 





ieee ta La Gdene | 


lest a worse thing befall, re- 
build the consumed 
and renew the supply of me | 
blood corpuscles i | 
quickest digestive and nutri- | 


tive agent 


MALT 


Often Pays 


Small Things. 








of the House 


= of Pn w hole house 
not of one faucet yd but 


seeing how and re rs Le- 
land Filter filters. 
> in operation in our store 


“Bs ae 


we want you to be prepared 
to come straight to 
carriage apenas and Ley 





you’ "ll find it here 


a Word Wasted. 





Twitch” or smart or burn? 
Likely you need glasses 
but it costs — to find 








STEAMEAN. 
A new and 
paration for 


eyeglasses, 


from steaming 
in different 


Everybody 


knows how disagreeable it is. 
A box of STE: 
ried in the pocket 


on three 


week will prevent all trouble 
of this kind. 


Call in 


a sample applic ation. 





This Is Good. 





Stable Blankets 
That Stay On. 


If you're 


horse’s comfort 


ness, you 
without a 


The Palmer is the right kind 


the stay 
You'll 
blanket on 


in the morning 


under his 


ted with two body snaps and 
+ 

one breast snap, and it’s al- 

most impossible for 


shake it off. 
Every 


from the lowest priced to the 


highest is 
durable 
bound ny 
They’re 
price as 


because we bought them low. 
A full line. 
from the plain double burlap 


at $1.00, 


quilted canvas at $1.65. 
Our line of Wool Blankets { 
will interest you, so will the 


prices, $1.90 











| Alarm Clocks 


All Business. 


65 cents. 


Another annual event with 
us is the “Alarm Clock 
Sale.” It will commence 
to-morrow morning and end 
Monday, the oth. 

‘lhese clocks are the same 
as are regularly sold here 
for 80 cents, and by others 
for $1.00. 

They are made by the 
Waterbury Clock Company, 
and we guarantee them in 
every way for one year. 

They are good time keep- 








Who 


Prices” 


| ers and as_ alarmists they 
know their business. | 
J 
Knows What ‘Bottom 
Means? 








here. 


| lence of our work. 


Three-Quarters 


of the cost of painting your 


house goes for labor; only 
4% for the material. You 
may not have to paint it 


years. It is, 


again for 5 ‘ 
economical 


therefore, more 

to buy the best. We are 
manufacturers’ agents for 
these goods and can give 


For a Photographer, 


A Man 


a 
Is Known 
by the photograph he gives 
and the same rule applies to 
woman. 
When you give to a friend 
a reproduction of your 
features, isn’t it better to 
give a nicely finished photo- 
graph that will not fade 
quickly, but will last for all 


time? : 
That’s kind 





the you get 


For An Optician. 


you the best at bottom prices. 


“Just Splendid.” 


We doubt whether there 
is any one little thing on 
earth that will afford an 
elderly person so much 
pleasure as to find a glass 
that will give them good 
vision after their eyes once 
begin to fail; something 
that will ‘‘make them see 


like they used to.” 

Let us but once get a pair 
of our glasses on any one 
and we invite them to “‘try’ 
others to their heart’s con- 
tent—such comparisons only 
bring out the superiority of 
our glasses and_ the excel- 
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INK. 
| Cough Syrup. 














+ 
Do these cool nights and 

mornings make you cough: 

Kinner’s White Pine and Tar 





Cough Syrup relieves those 
uttle annoying coughs at 
once. It heals any throat 


irritation and relieves the air 
passages of all unhealthy se- 


cretions. 25 cents a bottle. 








Sell Calendars 
That Prove 


Wants to 


and Quotes 
Prices It. 


“Have You 
Calendars 
Enough? 

| | It 
| | long 
| these 


be 
by 


is going to 
while, and 
beautiful day markers 
which we are now anxious i 
to sell will be as scarce as 
diamonds. 
} t’s a way they have now- 
| adays. One for each room 
in the house is hardly too 
many. 

Get enough while they are 
still to be had. 

Get enough while they are 
being sold at half price here. 

‘e’ve not more than 100 
left of our importations of 
many thousands. 


1900 a 
and by 
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Goes Straight to the Point. 


Cures Colds. 


The Central Pharmacy 
prepares a cure or colds, 
‘White Pine Syrup, with 
Tar,’ that does wonders for 
people so afflicted. It is 
composed of soothing rem- 
edies, compounded in_ pre- | 
cise proportions, and it al- 
leviates the irritated 
branes of the throat 
moves the soreness 
the lungs. It does 
stupify—IT CURES. 
That’s one reason 
many prefer White 
Syrup With Tar to 
known remedy. 25c a 
tle, at the Central 
macy. 





mem- | 


and re- 
from 
not 


why 
Pine 
any 
bot- 
Phar- 








Take Time By the Forelock. 


Always 





Paint Now. 


force of car- 
are haviag an 
now. A 


large 
painters 
time just it- 
tle later they will all have 
their hands full, as every- 
body wants a good paint job 
for early spring. There- 
fore, if you're wise you'll 
bring your carriages and 
wagons to this shop now. 
We will give the best kind 
of a job at prices which no 
other manufacturer can 
meet. i 


Our 
riage 
easy 
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A Good Cigar Ad, Could Be Used For 


Other Lines. 





Misrepresentation | 


Misrepresentation is the 
greatest fault of the age. 
Have you suffered from it? 
If you are a_ smoker of 
cigars you certainly have 
noticed the tendency to in- 
vest cigars with qualities 
they really do not possess. 
Business worked up on that 
basis should not and will not 
last. There must be good 
faith and confidence in 
every transaction between 
buyer and seller. 

Moral: Try the Tom 
Hood Cigar and you will 
find no _ misrepresentation. 
We guarantee it absolutely 
satisfactory. 


Calculated to Inspire Confidence. 


— 
, 

Ask Your 
Neighbor 
if she buys groceries of us. 
If she does, she will tell 
you of reliable goods, honest 
prices and quick delivery | 
all of which you may not be 
getting. We haven’t a cus- | 

} tomer to whom we would | 

| hesitate to refer you. If 
your neighbor is jez alous of 
her success, give your orders 
to us—the success will then 
be yours. Here are some 
pleasing things at pleasing 
prices: 








There's Information In This Ad. 


| Rubber Boots. 


W oonasquatucket is a 
long word. It looks at first 
glance some lke Woonsocket. 





So do the rubber boots 
bearing these names look 
something alike, but when 


it comes to wear there’s a 
difference. Take note. 

We sell the genuine 
Woonsocket Boots at $2.48, 
the W oonasquatucket at 
$2.25, the Goodyear Glove 
| brand at $2.75, and the very 
| best boots made, the Gold 

Seal brand. | 





The Whole Story In a Few Words. 





A — 
| Men’s $13.50 and 
| $15 Suits at $ro. 
Two hundred of them— 


our regular sorts of fancy 
cheviot and worsted business 


suits. A good many of 
them have the popular 
double-breasted vest. W hat’s 
wrong? Nothing—we’re too 
busy to worry over little 
lots. That’s all. Will you 


help us and yourself? 
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For a Bowling Alley. 





Nervous and excitable men 
often make life a burden to 
their more healthy brethren. 

A few games of that 
health-giving sport, R uae 
cures that sort of thing. 

After all physicians fail 
try bowling. 





Life Insurance. 





Putting Off 

insurance is putting off pro- 
tection. Just now you may 
think you don’t need it— 
but should you die, then 
your family would be left 
without protection. Our in- 
surance 1s the right kind of 
protection. Secure it now. 





Cut Prices Explained. 





Umbrellas. 


The newest umbrella folds 
up. You can carry it in a 
aress suit case. Silk, $5. 

But there are a hundred 
other sorts here—union | 
taffeta, $2. Pretty handles— 


some silver mounted. These 
for women. 

Iere are some. all-silk 
Umbrellas, 26-inch, fine 


handles—some silver mount- 
ed—$z2.90 instead of $3.75. 
Maker’s loss—saved borrow- 
ing money. 





For a Grain Dealer. 








Don’t Slight | 


ry y 
We Watch 
The Market 
very closely, all the time, 
and when the buying of a 
big lot of hay or grain will 
enable us to_ sell below 
others, or to offer a better 
quality at the same_ price, 
we don’t hesitate to buy it. 
We have the facilities ~ 
handling big lots, as well a 
the outlet for them. 
Prompt, free delivery. 


Gets Very Close to You. 


the Underwear. 


Don’t say that the old gar- 
ments will have to do. No 


doubt they have thinned 
down until you can_ see 
through them anywhere. 


Have the kind that will ad- 
mit of your braving the bit- 
ter weather of winter with- 
out fear or discomfort. We 
sell the very garments = 
should have for $1. W 

you examine them you il 


think so, too—but when you 
get into them you'll be sure 
of it. All sizes. 


















PRINTERS’ INK. 


) 
e 
) 
) 
G 
: 


If you are troubled 
With colicky pains; 
Ripans Tabules, 

Our doctor explains, 
Are easy to try 

And cheaper to buy 
Than a tombstone 

To mark your remains. 








Ten for five cents at Druggists, Grocer Restaurants, Saloc 
News. Stands, Genk tae and Bar rbers’ Shops. They bar ish 
pain; induce "slee ep, and oraien g life. One gives relie mt o 
matter what’s the matt will do you good. Ten am mpl 2S 
and one thousand testimonials sent by mail to an nie 
eceipt of price, by the Ripans Chemical Co., 10 Spruce St, 
| Sea York City. 
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RINTERS’ INK at the present time has 
contracts for advertising the Phila., Pa., 
Record; New York Sun; Des Moines, 
Iowa, News; Phila., Pa., Saturday Even- 

ing Post; Brooklyn, N. Y., Eagle; Milwaukee, 

Wis., Evening Wisconsin; St. Paul, Minn., Globe; 

Buffalo, N. Y., Courier; Baltimore, Md., Herald; 

Detroit, Mich., Journal; Kansas City, Mo., Times; 

Baltimore, Md., News; Wichita, Kas., Eagle; 

Phoenix, Ariz., Republican; Joliet, Ill., News; 

Topeka, Kas., Capital; Buffalo Review. 

All of these papers have merits which appeal 
to advertisers and they use PRINTERS’ INK to tell 
the facts which make them valuable advertising 
mediums. 

PRINTERS’ INK advertising columns offer a way 
to publishers of reaching effectively the leading 
advertisers of America. 

A page advertisement costs $100.00 each inser- 
tion, a price which is reasonable for bringing the 
story of the paper’s merits to the attention of 
more than 22,000 advertisers who read PRINTERS’ 
INK religiously every week. 

Orders for advertising are solicited from other 
papers that believe they are valuable advertising 
mediums. 


Address, 
PETER DOUGAN, Advertising Manager 


PRINTERS’ INK, 10 SPRUCE STREET, NEW York. 
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Great 
Advertising 


That in the 











BROOKLYN| 


jsoms “40 aca 








(reat 


IN SIZE — IN DISPLAY = IN RESULTS 


Dutt [nite 


IN PRICE. 


Ask questions about it. 


GEO. KISSAM & GO. 


253 Broapway, New York. 


























